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II on si on^s Finest Facilities Help KPRC-TV Sel 



To li.i\c llir Soiilliw csl"s fiiK'sl TV phinl fjicililifs — 

lliiil s gcxxl. I'lii to 1kiv(' llic'sc facilities mniiiu'd hy a ^i(iU|) 

of seasoned T\' specialists — with over 700 iiian-years 

of T\ expeiieiice — that's e\eii hettei ! KlMvC-r\ (leli\eis 

1 loiisioii s fiiicsl local shows, top-raled Nl'C network 

|)i'ogi amidiiip;, and superior syndicated films. It all adds ii|) 

to dii^: 'I he one Houston station thai f!;ives yon 

nioi'c for your ad\'eiti>ing dollai' is KIM{C-'r\'. 
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DIGEST OF ARTICLES 

iNrtuork t\ lai«l an rgj; 

25 l iill <iitrie~ lacked t|uality. -ay pio^iam cxpfrts. riire«"-iiot\v()rk >plit of 
niidii'iicf. ( oiiipflition from ffatiire> make- peak ratings harder lo reach 

Ar«' spot vjidio Jollar figures llir wiiy? 

28 "^'^^ |)lans MTond of three ^teps to get spot radio dollar figures, ^e^v 
step: spending hy product category, snpplenienling monthly dollar total 

SI ()().()()() lor a local s|)r< taciihir 

30 I <'s \ng(de^ converlihle sofa firm hlankels Southern California area 
with Christmas onediour one-shot aimed at introducing new chair bed 

Tliir<l <{iiartcr spot tv exiK'inlitiir< s dip 

32 TvB figures shov\ 20% decline ovci second (juarter with seasonal factors 
(itcd as main rea on. Twehe iuonth total comes to nearly SlOO-million 

""Oin'ratioii SnowHakc" a<Metl ra<lio 

37 1 • ^- ■'^'<'^'l houglit spot this year for consumer promotion to induce 
more retail tie-ins. Powerhouse radio approacdi was used by BBDO 

Is adjaJTiiry protertioii obsolete? 

38 Midtiple and alternate sponsor-^hips along with product diversification 
make* it harder to grant customary exclusivity protection to ad\erti'-er 
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KTHS 



(LITTLE ROCK) 

Prances Into COLT, Too'! 



KTHS — Basic CBS Radio in Little Rock — does a 
tremendous job there, and in most of the 
rest of Arkansas, too! 

For example — KTHS delivers Colt (Ark.), a little 
Francis County town that's a good 100 miles 
from Little Rock. Colt is one of hundreds 
of smaller Arkansas communities that com- 
bine with Metropolitan Little Rock to give 
KTHS interference-free daytime coverage of 
3,372,433 people! 

Let your Branham representative give you all the big 
KTHS facts. 



KTHS 



50,000 Watts 
CBS Radio 



BROADCASTING FROM 

LITTLE ROCK, ARKANSAS 

I tepresented by The Branham Co. 

Under Same Management as KWKH, Shreveport 

Henry Clay, Executive Vice President 
B. G. Robertson, General Manager 




The Station KTHS daytime primary (O.SMV/M) area 
has a population of i, 002. 758 people, of whom over 
too, 000 do not receive primary daytime service from 
any other radio st.ition , , , Our Interference-free 
daytime coverage area has a population of 3.372.'t33 
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YANKEE DIVISION 

RKO TELERADIO PICTURES, INC. 

is proud to announce 
the appointment of 
the noted author, composer 
and recording artist 

Frank Luther 

,«hosa 3,000 records hove sold 65,000,000 copies) 

as full-time consultant 

for 

Children's Programs - Public Affairs 

at 

WNAC — WNAC-TV 

BOSTON 

f 11 CBS TV neiwork, ihe Theaire Guild will preseni lis 
On November 21, on ihe full CBS-TV net „ ^.^^ ^ook 

!::;r:^i:r--— ^^^^ 



I 





NE. 

of the week 




Hal Davis: from dj to television v. p. 

A|jpareiitly Gre\ A(l\ pi tisiiifr helicx es in the afla<;e that if \()U 
want something (hine. rail on a hu«\ man. W lien it eame to aflding 
a vice president of radio and t\'. thev eallcd u|)on one of the hnsiest 

Hal Da\ is. H-\ear-old |)ioneer in tv jirogram jjromotion. 

Between now and the middle of .January when he re|)orts to \lfred 
Mollender. \ .|). in eharge of radio anfl t\ at CIre\, l)a\ is will he 
winding up his hustling, 11-year eareer with Kenyon ^ Kekhardt 
where he is v. p. and promotion dirrrtor. plugging sale of a reroid 
alhum (recorded l)\ his orchestra 
conductor father, luldie Da\is for 
the henefit of the American Can- 
cer Societ\ ). and tra\ eling the Far 
East as manager of Henny Good- 
Tnan's six-week tour for AXTA 
and the U. S. -State Department. 

The tempo of his life certainh 
A\ill not slacken when he comes to 
Grey. That agency, which todav 
has total hillings of ahout $40 mil- 
lion with 3.5'r of it in tr, is aim- 
ing at 50'"? tv hillings hefore long. 
"We need top executi\e help in 
broadeasting," says Hollender. "and that's why we went for Davis. 
We consider him a ereati\ e. all-around ad\ ertising man. W e're 
putting him on the Planning Board so his influence can he felt on a 
broad basis at the agenc) ." 

Da\'is can hardh w ait to get started. "Xow I 'll he in\ oh ed in 
buying shows." he sa\s. Up to now. he's been promoting them-- 
but as few others- have managcfl to do. The concept he brought to 
tv was: You don t stop when \ou bu\ a |jro|jert\ — that s ju^t the 
beginning. Davjs firmh believes that mcrchanfli^ing the show or 
?tar can spell the difTerenee between success and failure. Rd Sulli- 
van. Vaughan Monroe. Julia Meade all personalities he |)romoted 
— prove him right. Da\'is w rote the |)lan that took Sulli\an to the 
hearts of Americans. The ])lan : "Go to the local connnunit}, find 
out what project the peo|)le are interested in. then iiitrcjduce \our 
star personality and let him help them do it.'' 

Da\'is iie\er went to college. His career began with an accordion 
■when, at 15. he went on the road with a band. |)la\iiig oiie-nigbters 
across the countr\. In 1935. he went to CBS as a |)age b()\. iiio\ ed 
up to a news and publicit\ |)ost. He also ran one of their d.j. shows 
with permission from no one but the regular d.j., and got awav 
with it for two \ears since not many brass are around at 8:15 on a 
Sunda\ morning. It ended ?uddeiil\ though one da\ when a sur- 
prised Bill Lewis. \.|). in charge of |)rograniiiig. walked in. 

Da\is went back to promoting Ciihiinhia records. Benn\ Good- 
man, and e\ en oranges and shoes. He sen ed in the \a\ y from 
1942 to 1945. when he joined K&l>. "0\er there, I eanie to resjiect 
Grey as a good and tough com|)etitor, I'm glad to join them. ' ^ 



12.8 Afternoon 
Spots Available 

on KCRA-TV 



MATINEE THEATRE 

15.0 AVERAGE RATING 

(12-1 P.M.) 
• 

QUEEN FOR A DAY 

15.1 AVERAGE RATING 

(1.1:45 P.M.) 

VALLEY PLAYHOUSE 

1 2.4 AVERAGE RATING 

(2-5 P.M.) ^ 




The Senator says, "It's in the 
Book ! " 

ARB credits KCRA-TV with a 
Noon to 5 P.M. average rating of 
12.8, an average Share of Audi- 
ence of 75.5% . 

In this four-station market no 
other station leads KCRA-TV in 
any quarter hour of this time 
period. 

Choice station breaks and one- 
minute participations are still 
available at low afternoon rates. 

Petry has the book that shows 
how strong day and night pro- 
gramming has made KCRA-TV 
the highest rated NBC station in 
the West. 

•All ratings compiled from Socra- 
mento Television Audience ARB- 
June 2-8, 1956 
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Typical of Cleveland's economic character is this photo of the Cuyahoga River 
industrial plants, fast modern highways, river transportation, and railroads. 



An X-Ray machine tests a jet engine part for internal 
flaws. Cleveland is a center of development of air- 
craft equipment and fuels and is the nation's largest 
producer of jet engine parts. 



Cleveland-Hopkins, already the world's largest municip 
port, is being further expanded to the tune of $20 m 
This new terminal building was dedicated last spring. 







About 750 vessels (of which the Humphrey is the large) 
Cleveland's port and dock facilities. A $50 million 
improvement program will be completed in 1957 to 
niodate increased shipping expected from the St. ba 
Seaway de\'elopmeiU. 




■7 






Cleveland blast furnaces produce pig iron for midwest iron 
and steel industry. Cleveland area now supplies about 3% of 
the nation's total industrial capacity; expects to double that 
percentage when the St. Lawrence Seaway is completed. 



THE BEST LOCATION IN THE NATION 



Cleveland is in the center of the great Northern 
American market. Within 500 miles is 58% of the 
population, 67% of the nation's manufacturing 
plants producing 74% of all the country's products, 
and 79% of America's payroll. 

The nation goes to Cleveland for one-fifth of 
its vacuum cleaners, one sixth of its bolts and nuts, 
one-sixth of its tractors, nearly 10% of its machine 
tools, and within the Cleveland area are more than 



3000 industrial plants turning out a full two-thirds 
of many types of products manufactured in our land. 
An industrial center since the Civil War, Cleveland 
is at the start of another upsurge in industrialization. 

Two Storer stations are located in this so- 
strategic city to any national advertiser. Each is 
dominant in its respective field, and both deliver 
audience at the market's lowest cost per thousand. 

For radio, WJW; television, WJW-TV (CBS). 




BROADCASTING 
COMPANY 



WSPD-TV WJW-TV 

Toledo, Oliio CItvelond, Ohio 



WJBK-TV WAGA-TV WBRC-TV KPTV WGBS-TV 

Detroit, Mich. Atlonto, Go. Birminghom, Alo. Portlond, Ore. Miomi, Flo. 



WSPD 

Toledo, Ohio 



WJW WJBK 

Clevelond, Ohio Detroit, Mich. 



WAGA 

Atlonto, Go. 



WBRC 

Birminghorn, Alo, 



WWVA WGBS 

Wheeling, W.Vo, Miomi, Flo. 



SALES OFFICES 



I TOM MARKER — vice-president and national soles director | ^ 
; BOB WOOD — national sales manager j 

\ 



18 East 57th Street, New York 22 • Murray Hill 8-8630 



LEW JOHNSON — midwest sales manager • 230 North Michigan Avenue, Chicago 1 • Fronklln 2-6498 
GAYLE GRUBB — vice-president ond Pociflc coost sales manager "111 Sutter Street, Son Francisco • Sutter 1-8689 



// you are buying 



you cannot afford to bypass 

1. A CBS STATION whose nearest competitor 
delivers only about one-half the audience 

2. A COST-PER-1000 no competitor can touch 

3. 211,944 RADIO HOMES 

Source: Area Pulse Study September, 7955 



A BILLION DOLLAR 
MARKET SERVED 
IN ITS ENTIRETY 



ONLY BY 

W N B F 

BINGHAMTON, NEW YORK 
CBS-RADIO 

Represented by JOHN BLAIR & COMPANY 

(rated by: Radio and Television Dlv. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa 
WFIL-AM«FM«TV, Philadelphia, Pa. / WNBF-AM«FM«TV, Blnghamton, N.Y. 
WHOB-AM. Harrleburg, Pa. / WFBO-AM • TV, Altoona, Pa. / WNHC-AM • FM • TV, New Haven, Conn. 
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Most significant tv and radio 

news of the iveek ivith interpretation 

in depth for busy readers 



SPONSOR-SCOPE 



17 NOVEMBER j^^^^ radio-tv season started to shake down this week, it became increasingly 

Copyrloht 1956 ^ ' . 

SPONSOR PUBLICATIONS INC. clear to sellers that there's now a new high in f<)iii[)lexities that not only will chal- 

h'lige them hiit their opposite niimhers — the hiiyers — as well. 



I'rohlem No. 1 is sheer communications inside and ont the agencies. "Meet- 
ing-lime"' has become such a ravenous consumer of attention that routine duties often get 
side-tracked for days. Up and down IMadison Ave. (and its equivalents in Chicago, Los 
Angeles, and elsewhere) you hear the analogy of the glacier that pushes everything before 
it — the "meeting" that pushes regular work into nighttime work, the nighttime overload that 
becomes a briefcase load, and the creative load that just gets shoved over the horizon 
altogether. 

So sellers feel thai huyers really haven't time to lir^ten to, appraise, and take 
advantage ot" all the new opportunities that develop within a medium — especially 
radio and tv. 

How to stop the glacier? This week both parties are dreaming up brakes (which will 
be reported here as they are devised). 



Problem No. 2 is radio-tv's inherent statistical confusion, most vividly described 
by the old vaudeville joke: "Don't shoot into that tree; you may hit your ancestor." 

Increasingly reps are finding that they can't knock down one set of ratings without 
damaging their own sales story 10 minutes later. 

The fellow who counters Pulse figures with ARB data may find his situation reversed 
almost in the next pitch. 

Reps thus nominate ratings as the biggest immediate headache — not only as 
a matter of pure statistics, but also a matter of psychology: For timebuyers tend to cherish 
their favorite scriptures dearly; arguing against them is sheer sacrilege. 



Along with its complexities (see above), this fall also is bringing opportunities 
of an almost unexpected sort. Most notable: Institutional radio advertising at the 
state-regional level. 

Cattlemen are now setting up local "councils" to stimulate beef consumption (previously 
such institutional plugging had been mainly national). One of these relatively new groups is 
the Florida Beef Council, composed of members of the Florida Cattlemen's Assn. 

FBC bought its first schedule via a minute spot compaign on W«GTO, Haines Cit}'. 



Now that NBC Radio has squared away its revamped programing schedule and 
system of local commercial availability, the next move will be to fire up sponsor inter- 
est and pour on audience promotion. 

National advertisers will like the plan because 1) it gives them an opportunity to buy 
more of a prime radio commodity — news — on a national scale, and 2) move in by the 
participation route on a two-hour string of afternoon drama. 

Advantages to affiliated stations are: 1) they may sell any open commercial posi- 
tions in the network programs, subject to network recapture, and 2) one-niinute couit 
mercials may be sold in chninbreaks, which are to be extended to 70 seconds. 

Highlights of the revised programing setup, which takes effect 18 Januar)', are: 
• Five-minute national and international news programs on the hour over the full network 
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SPONSOR-SCOPE continued . 



even- day and nijrht of the week from 7 a.m. to 11 p.m. 

• Monitor, currently a Saturday and Sunday night service, expands to include Friday 
night (8 to 10). 

• Three blocks of daytime programing (composed of a strengthened Bandstand) in the 
a.m.; and an hour of a personality show and two hours of drama in the afternoon. 

IMcantimr Leonard H. Goldcnson, AB-PT prrsidrnt, and Don Ihirgin, ABC 
Radio vice president, meet with tlie network's affiliate advisory committee this week 
to discuss programing properties for the future. 



Television viewing still is on the rise. 

The A. C. Nielsen report for the 28 Septemher-5 October period indicates: 

Average viewing for all homes was 4 hours and 43 minutes per day. The year before it 
uas 4 hours and 28 minutes. 

Sets tuned in at night this September averaged 26.7 of all sets. For the same period 
last year it was 22.7 

Daytime tune-in increased by about 1%. 



Wliicli is the "best" Iv night? Which gets the biggest audience, the biggest time- 
talent outlays? 

Harking back to radio, there was a pat answer: Sunday and Tuesday, with Thursday 
as runner-up. Friday and Saturday traditionally wore off nights, with Saturday having the 
especial distinction of being resers'ed for corn n.nd hillbillies, products to alleviate the ails 
of the aged, and — as the night wore on — dance music for youngsters coming from the mo'\nes. 

But the answer to "what is Iv's best nicht" is: Every night. So say the figures: 

Tlie averaire national audience per minute from 7:30 p.m. to 11 p.m. (as processed 
for SPONSOR-SCOPE bv CPS TVs research department) stacks up this way: Saturday. 
62.8: Tuesday, 62.1; Wednesday. 61.8; Sunday. 60.6; Monday. 60.2; Thursday, 59.3; and 
Friday, 58.5. 

But the aggregate money spent on network nighttime programs tends to show 
more variations than the viewing pattern. 

Rased on sponsor's latest estimates (3 September 1956). the hill for network sponsored 
programs adds up thus: 

Wednesday. S682.000; Tuesday, S679.000: Saturday. S646,000: Sunday, $618,000; 
Thursday, S572.000; Friday. S527,000; and Monday, $431,000. 



American Tohacco apparently thinks it's had four good years out of Private 
Secretary and that it's time for a change. 

For at least six weeks next spring the new co-occupant wth Jack Benny of the NBC 
Sunday night period will be the Marge and Cower Champion Show — in which Benny has a 
personal interest. 

Another program that American had been looking at carefully is The Adventures of a 
ATodel, starring Joanne Dru. 



After sponsors saw how Robin Hood was running off with sizable ratings last year, 
a vogue for costume dramas started. TTiis week it's apparent, though, that Robin Hood 
remains as elusive in real life as on the screen. Tlie newcomers can't catch him. 

Agency comment on "Sir Lancelot," "Buccaneer," and "77th Bengal Lancers" is that the 
quality is O.K.; but that they have the misfortune of being pitted against other action shows 
or established situation comedies. 

ATorcovcr, the plots sometimes lack belicvability, and viewers apparently have a lower 
saturation point for historical hijinks than for Avesterns. 

One other viewpoint: the possible handicap of simple black and white tv. 
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SPONSOR-SCOPE continued . . . 

Much gemullich feeling is being generated in both radio and tv these days by 
beer. That's because underneath the glistening suds a real battle is fermenting between 
national and regional brewers. 

The underlying cause for this stepping-up of beer ad money is changing the marketing 
process. 

To simplify what's happened; The brewery — especially the national type — juat 
hasn't the control it once had over the distributor. 

The latter has had to expand his line to contend with rising costs; he no longer con- 
fines himself to handling beer; he tries to carry a full line — pop, fruit drinks, soda, any 
beverage available to him. 

In beer he'U now distribute a national brand, a regional brand, and maybe a local brand. 
This makes for divided loyalty. 

Time was when a national brand could look to his distributor to do a lot of wheedling 
and dealing in his behalf. No more — the distributor has too many types and brands for 
such concentration. 

National brewers — several of whom are having tough sledding — plan to do what the 
regional and local beers have been doing for some time: more pre-selling — and that's 
advertising. Brands to watch: Pabst, Blatz, and Miller. (Miller had an added problem: 
It expanded very fast and now has to police the territory it won.) 



The cigarette industry is up against the same problem that plagued the old 
woman who lived in a shoe — lack of retail space. 

Brands have multiplied so fast that storekeepers are inclined to greet a salesman offer- 
ing a new one with: W here do you expect me to put 'em? You've already eaten me out of 
all display space." 

The statistical basis of the storekeeper's gripe and the manufacturer's concern: 
In the year following the war there were but nine major brands; today 34 
could be elassed that way. 

Filters and mentholateds have added immensely to the tonnage. The fellow who 
quits advertising now goes under the counter instantly. Like beer (see above), ciga- 
rettes are making radio and tv very happy. 

In approaching the frozen food industry for radio and tv advertising, it's helpful to 
keep this in mind: The frozen food business is one that requires a lot of capital, 
hence a lot of thought in making outlays. 

Last week, L. S. Martin, secretary of the National Assn. of Frozen Food Packers, cited 
a sales figure of $2-biUion for his industry, which figures out to roughly 4% of the money 
spent on food in the U.S. 

Clearly, the industry's scientific and manufacturing advances still are outpacing risk 
capital. It takes a lot of investment to keep the goods properly stored, displayed, and pro- 
moted up and down the distribution pipeline. As for the consumer, the decision between 
frozen-food quality and convenience vs. fresh-food price is a delicate one. It's a ticklish busi- 
ness, in all, where amateur advertising approaches haven't a prayer. Note the number 
of mergers recently. 



Soaps for washing machines constitute only slightly over 10% of the jiack- 
aged soap market, but advertising-wise they continue to get hefty attention. That's 
because 1) the market for these products is gro^\^ng, 2) they are a specialty soap, and 3) 
manufacturers can't afford to miss the bandwagon at this stage. 

Note how the pioneer of home washing machine brands — ALL — once had something 
like 8% of the entire packaged soap field before the giants moved in. That dropped iVLL's 
ratio (though, of course, the market is much bigger tlian before). 

Now battling for their share are Dash (P&G), Ad (Colgate) and Vim (Lev- 
er), to say nothdng of the smaller brands. 

The kind of stakes this game takes are exemplified by the chips P&G has shoved out: 
between $9 and $10-million. 
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SPONSOR-SCOPE continued . . . 



CBS Radio is liitchiug up its selling and promotional efforts toward bigger 
nighttime after the first of the year. As is, substantial headway already has been made 
in that direction. 

Here's an index of the progress in the sale of five-minute units: 

1) At the end of September such units totaled 119. 

2) By the end of the year, the figure will top 180. 

CBS Radio, incidentally, plans to release its billings for 1956, the first such 
information made available since PIB ceased posting network radio figures. It all adds up 
to this: iXetwork radio is getting a big push on all fronts. (For NBC-ABC doings, 
see page 9.) 



Marshall Lachner, Pabsl's new president, gave the Grocery Manufacturers of Amer- 
ica's convention something to think about this week when he said this: 

To meet current competitive and distribution situations, it may be wise to swing away 
to some extent from national advertising and concentrate more on regional and 
local promotions. 

In his own case, Lachner hopes to retain a franchise in the Wednesday night fights on 
ABC, but he wants to cut back from Pabst's present half-share to one-fourth. 

Reason Lachner wants to retain this last vestige of Pabst's connection with network 
tv is that 28/0 of the beer business is in taverns. 

If the International Boxing Club agrees to this once-a-mouth arrangement, Lachner 
will have established an innovation for participating in network sponsorship. 

Coca Cola, though in a different beverage line, is apparently veering its ad thinking 
in a similar direction to Lachner 's. Coke is considering cancelling its twice weekly Eddie 
Fisher stand on i\BC TV in February and chanueliug the S3-miilion to local television. 



rSBC TV's product protection arrangement with Kraft Foods on four daytime 
shows may turn out to be the net's first step towards solving exclusivity problem. 

Under the deal which covers Modern Romances, Comedy Time, Matinee Theatre and 
Tic Tac Dough, NBC accords Kraft products protection only on the day that Kraft sponsors 
these shows. That day is Thursday. 

i\BC remains free to sell time on any or all of these shows during the other four days 
of the week to competitors of any of Kraft's 21 products. Incidentally, Kraft's biUings on 
this da)time swathe will run around $2,200,000 on the year. (For a full analysis of the 
exclusivity problem, see "Is adjacency protection obsolete," page 38.) 



Bristol-Meyers has moved into the field of feature film sponsorship with 
broader scope than any other national advertiser. 

INlarkets already closed are Philadelphia, Binghamton, New Haven, Altoona and New 
Orleans. I'ndcr negotiations are several other markets, including Los Angeles. 

Most of the deals involve full ninety-minute sponsorship of top quality products. 



Ncjiotiations between the networks and AIITLV on a new tv contract were, but 
for a few minor details, all Avrapped up at SrONSOR-SCOrE's presstinie. 

The radio contract had been settled a couple of weeks ago. 



For other news coverage in this issue, see Newsmaker of the Week, page 5; New 
and Renew, page 52; Spot Buys, page 54; News and Idea Wrap-up, page 62; Washington 
Week, page 81; SPONSOR Hears, page 84; and Tv and Radio Newsmakers, page 88. 
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WIIB first all day. WIIB 
first 2G3 out of 288 quarter- 
hours. 25 second place Vi 's, 
none lower. !Mon.-Sat., 6 
a.m. -midnight. 



Latest 

AREA NIELSEN 

WIIB first all day and night, 
with 42.7% share of audi 
iiice. WIIB first every time 
period. ^lon.-Sat., G a.ni.- 
(3 p.m. 



Latest 

HOOPER 

WIIB first all day with 
t.").!)*/^ of audience. Mon.- 
Fri., 7 a.ni.-G p.m.; Sat. 8 
a.m. 6 p.m. 



at WHB...87% renewal 

67% of WIlB's 40 largest l)illiiig local accounts in 
1955 . . . have iciiowcd in 195G . . . with several 
contracts yet to come up for rono-\val ! 

Sure, WIIB dominates i\ansas City on every national 
survey. Sure, Storz Station music, news and ideas 
attract tremendous audiences — wiiicli in turn attract 
advertisers. But it takes results to make local 
ad\-ertiscrs come back for more. And WIIB is 
Kan.sas City's reindts slation. So much so. that WIIB 
has a higher jicrcentage of renewals for both local and 
national advertisers tlian any otiier Kansas City 
radio stations. Talk to the man from Blaii", or 
WIIB General ^Manager. George W. Armstrong. 

WHB 

▼ ▼11^ 10,000 trails- '7 10 Its. Kousas Citti, Missouri 



HI,!:.- 

Today's Radio for Today': 

WDCY WHB 

Minneapolls-St. Paul Kansas City 

Represented by John Blair & Co. 



I 

Selling 

WQAM 

Miami 



President: 
TODD STORZ 

KOWH WTIX 

New Orleans On-.alia 

Represented by Adam Young Inc. 
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WHLI 

"THE VOICE OF LONG ISUND" 



SELLS 



BIG 

INDEPENDENT MARKET- 
NASSAU COUNTY 



BUYING INCOME 

Per Family 

$8,187 

• 3rd Among U. S. Counties 



GIVES 



BONUS COVERAGE 



(Nassau, parts of Queens, Suffolk 
and Brooklyn.) 

POPULATION 2,903,765 

NET INCOME $6,132,673,150 

RETAIL SALES $3,268,444,450 

Data Source: Sales Management 



DELIVERS 



BIGGEST DAYTIME AUDIENCE 
In the 

MAJOR LONG ISLAND MARKET 



According to the most recent Pulse 
Survey. ..one station ... WHll hos a 
larger daytime oudience in this 
morket than any other stotion! 



A M noo 

FM 98 3 



WHLI 



HEMPSTEAD 
LONG ISLAND, N. Y. 



PAUL GODOfSKY, PRES AND GEN MGR 
JOSEPH A LENN, EXEC V P SALES 

Repreicnlcd by Gill Pcrno 





Timebuyers 
at work 




Frank Marshall, J. Waller Thoinjt.-on Co.. New ork, notes tlial the 
suhjet'l of 50.()00-watt radio stations is eontro\ ersial todav. "Most 
local, low -])()\\ered stations are offering ser\ ice programing of news, 
weather and sports." he sa)s, "with essentially loeal interest and 
featnring local ])ersonalities. Whether a national advertiser with 
coni])lete distribution who wants 
to reach c\cr)body needs many of 
these loeal stations — or can effec- 
tively e()\ er his market with 5 kilo- 
watt powerhouses — dejjends on the 
inteiisit) ^\ ith which he w'ants to 
reach his audience and on his bud- 
get. ' It's Frank's feeling that 
both I) pes of stations have a 
strong place in broadcasting de- 
]iending on the s])onsor's problem. 
"With almost all of the toj) stars 
on television, ' be continues, "lis- 
teners in smaller markets no longer must rel\ on distant network 
Ijowerhou-es for 'big names.' Therefore, the increased number of 
loeal stations with emphasis on local interest ])rograming increase 
com])etition for onre-dominant jjowerlionses throughout their Avide 
coNcrage areas." He concludes that bigh-])Owered stations as well 
as loeal outlets can J)la\ an im])ortant role in a sjionsor's jjlans. 



Thomas M. McClintock, media buyer at Young & Knbicani, New 
York, has recently bought s])Ot tele\'isiou for Time Magazine in four 
markets: Hartford. Conn., l*ro\idence, K. I.. Milwaukee. Wis., and 
Seattle. Wash. "We're using what I consider a different a])])roach 
for the com])anv in Hartford, ' explains Tim. "where we're placing 

a two-minute aimounccnient in a 
15-minute show. ' McClintock feel? 
that ^&l\'s ])olicv of all-media 
l)u\ing ]iuts buvers in a ])osition 
of greater res])oiisibility aiul gi\es 
them far more bu) ing pers])eetiA e 
than the\ might otherwise ha\e. 
"We can get and judge figures and 
iacif- rclatina to all the media and 
the ])roducl. From this point, we 
can choose the medium or media 
that's best for the product. For 
e\am])le about a \ear ago. we had 
])lace(l a four-color ad cam])aign in Detroit Sunday su])])lements for 
Swans Down (>ake Mix. \ short time later, the Detroit paj)ers went 
on strike. After the rebates came in. we were in a position to re- 
evabiale the situation and j)nt the moiic\ into a high-frequency and 
.-uccc^sful sjiol radio cam])aign."' Tiiu concludes that this type of 
flexil)ilit\ for the biner actnalh benefits everv advertising medium. 




I 
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Market figures prove 1 5.6% more dollars 
are spent for food in the Grade B area 
of WXEX-TV than in the Grade B area 
of any other Richmond area TV station 



Food Dollars Spent 



Percentage 



WXEX-TV 
Station B 
Station C 



$230,866,000 


100% 


$1 99,66 1,000| 


o6*2% 


$199,700,000 


1 86.5% 



Source: Sidney Hollander Associates 



Tom Tinsley, President NBC BASIC-CHANNEL 8 Irvin G. Abeloff, Vice Pres. 

National Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washington. 

Forjoe & Co. in Chicago, Seattle, San Froncisco, Los Angeles, Dallas, Atlanta. 
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NOW. . . S BA 

^ A vV D S 
D Y Ti R A 

^ ■ IS A ' 

R I) \ ! n 

N \M ...AP 
WITH COLOR 
OF THE WEEK 1 

SUNDAY Goodyear Tiic Riibbci - Goodyear Plavll 

Aluniimiin Gonipany of America — The %^ 
Hour. Hallmark Cards- Hallmark Hall ol • 
Clicvrolei— 'The Chevy Show. 

MON'DAV: RCA, Whirlpool, Hiiick, John Hancock -t'l 
diicers' Showcase. Johnson 's Wax, Schick- lv>c 
Montgomery I'resenls. ^ 

TUESDAY : LiggeU X.- Myers, Max Kacior— Noah's Ark |« 
S: Howe. \'ii k Chemical— The Jonathan \\T'<- 
Sho\\'. 




ON A T 

T U D F 

;lnd y N 
DN s ; ; T. u 

> \ UR V S 
&RTISERS SELL 
, EVERY NIGHT 

[ NBC ! Ji TELEVISION NETWORK 

a service of ^^^^ 



tS'ESDAY: Kraft Koods — Kraft Tele\ isioii Tlicati e. 

USDAY: Clie\rolet — The Oinah Shore Show, l.cvei 
Brothers — Lux X'ideo Theatre. 

^Y: Toni, P. Lorillard — Tlie Waltci W'inchcll Show. 
Che\ rolet — The Che\'y Show. 

I RDAY: Gold Seal, RCA, Sunbeam, Kleenex, Xox/ema. 

S & H Green Stamps — The Pei ry Conio Show. 
RCA, Whirlpool, Oldsniobile— Satiuday Color 
Carni\al. 



Last \car, NBC\ trend-setting 9()-miniitc Spectaculars paved 
the way for Coloi's commercial maturity. Now the 1956-57 
season pro\ ides the jjay-ofl both for ad\crtisci s and audiences, 
with sponsored CoIor\ ision every night of the week. All 
through the year, ad\ertiscrs will be selling with the added 
im])act of Color T\' on a tremendous \'aricty of regularly sched- 
uled and special NBC shows. 

This is the year when exciting things aic happening, in Color, 
on the NBC Tele\ ision Netwoik 



1 



by Joe Csida 



IN AND AROUND 

I 

COLUMBUS. GEORGIA 

A CBS 
CHANNEL/1 ^ i 
/■ABC 

WRBL-TVT" 

Viewing 

I 

1 I -COUNTY AREA - NOV. '55 

402<='404 



METROPOLITAN FEB. '56 

298°f4l6 



• COMPETITIVE QUARTER HOURS 




Sponsor 





Color tv: the fight has just begun 

"Why are 'certain people' holding back color 
tv from the j)ublic? . . . What is the Irulh about 
eolor tv? . . . Why are some manufacturers 
trying to keep color tv from the public? . . .'" 

These are the hold face, display headlines of 
a full-page ad, which Hruno-New York, Inc., 
RCA Victor distributor for the New York area 
(and presumably other RCA Victor distributors 
around the country) ran recently. Advertisers and their agencies 
. . . to whom the sj^eed with which color television circulation builds 
is a matter of some moment . . . have been watching the color tv 
drive, sjjearheaded by RCA Victor with considerable interest. Those 
who know General David SarnofT and Frank Folsom, hoard chair- 
man and president respectively of the IJadio Corporation of America, 
will tell you the aggressive tone indicated by the above headlines 
is just the beginning of the fight. I can well imagine how the General 
and Uncle Frank must have reacted, for example, to the Time piece 
on color tv. 

". . . color tv," said this story in Time's business department, 
"has turned out to be the most resounding industrial flo)) of 1956." 



Similar opposition to HCA's 45 rpin r(H'<»r(l 

These are the same kind of fighting words, which many magazines 
and newspaj^ers tossed at ^Messrs. SarnofT and I'olsom after RCA 
launched the 45 rpni phonograjdi player and record a nund)er of 
years ago. There was hardly an observer anywhere who gave the 
45 rpni phono and disk a chance, let along gave RCA Victor and its 
ofilcers any eneourageinent. Rival manufacturers, almost to a man, 
poopoohed the platter with the big bole. 

And today Time leads off its color tv article, headed "Faded Rain- 
bow" with this: 

"What's wrong with color tv? General h^lectric's President Ralph 
J. Cordiner last week gave the answer: 'If you have a color set. 
\ ou"\e almost got to ha\e an engineer living in the house.' " 

When RCA X'ictor introduced the 45 rpm jthono and record 
(following the earlier introduction of the 33'/;jrd LP disk by rival 
Columbia) many a com|)etitor accused SarnofT and Folsom of de- 
liherately trying to wreck the record industry and worse. In the 
color tv situation we find the same kind of charges. Time (|uotes 
\eteran com|)elilor 1']. I"'. iNIcDonald, president of Zenith Railio Corp., 
as sa\ing thai "RCA engaged in jjremature tub tlnimping for color 
tele\ision to induce inaniifnclurers to sign up for a new license terra 
of five \ears and to continue collecting millions of dollars a year 
from the rest of the industry. . . ."' (McDonald was referring to 
patent licenses, on many of which rival manufacturers of tv sets 
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TOP RATING IN 




HUGH MARLOWE 




New York 22 

PLaza 5-2100 



Sponsor backstage continued 



niu>t j)a\ IvCA a io\alt\.) 

On tho dealer k'\el. too. arcoriliiij;: to tlie Time j)icci", RCA i> 
facing the same kind of ne<:ati\ isni it fared in the recoid situation. 
'"The less 1 t-ell Time lJuote^ a 5aii I'ranciseo dealer', "the hetter. 
1 here s a shoi lage of pi opei technieians to r epair them. aTid 1 don t 
think the l)U\ei is always happ\ with what he gets." 

But then, eontradicting this Sail Francisco merchant, and jiroving 
that with hard scdliiig and jMOiiiotioii. color >^ets can he sold, there 
is the case of i'olk Bios, in Chicago, who claim to lKi\e sold 1.600 
color sets this year. 

7'm;e points out that General SarnofT predicted l.SOO.OOO color 
sets would he in use hy inid-1956. and that as of the end of Octohei 
tlieie aetuallv were nol more than 75,000 set- in use. One maiuifac- 
tiiier is quoted as sa\ing that the total iinmhei' of color sets which 
will he sold 1)\ the end of the \ear will he around 30.000. From 
this low. Time says the "industr). \T 15FST" expects to >ell 250.000 
\i\ \ ear s end. 

■"I'oi" the record, concludes the Time >tor\ . "the in(lustr\ now 
expects it will not he <ooner than 195J! before 1.000.000 sets a >ear 
are sold. 

All this miglit he ealeulateil to discoiiiage the a\erai;e iiuhistiial 
leadei\ But \ on can het next week's ])av that it isn't and won't 
discourage Sarnoff and Folsom. It was said that the\ invested $50.- 
000.000 in hiaek-and-w hite video hefoie they saw the first cent in 
jjiofit. 1 ha\e no idea how nian\ millions the\ haM* ahead) iii- 
\csted ill color tele\ision. \or how man\ millions the\ are ciirrentlv 
iiu esting. 

(]olor (lri\«' Mill jjo into new liifjli 

Some small idea can he deri\cd from a glance at the color ]iro- 
graniing NBC (RCA suhsidiary. of course.) is hurling into the 
hattle to eslahlisli tint tv. Keceiit color extravaganzas and upcoming 
stanzas inchide Mary Martin and Paul Douglas in '"Bcn n \ esterday : 
Xanette Fahra\ in "High Button Shoes'": Celeste Holm in "Jack and 
the Beanstalk"': "Man and Su|)erman.'" Regidarl) running in color 
these nights are the lVrr\ Coiiio show, the Dinah Shore show, tlic 
Walter Wincliell show, Goodyear Playhouse. Robert Mont!::omerr 
I're.sents, The Alcoa Hour: and e\cr) da\. Matinee Theatre. 

It inav take another $50,000,000 in\es|meiit or ])ossihl\ $100.- 
000.000 to g(>t color tv o\e\ the huin|). \iid nia>he it can't he done 
in the next se\eial vears. 1 think it can. howe\er. and what s in- 
finilcK more important. 1 know General SarnolT and Frank Folsom 
think it can. 

\s an agenc\ man or achcitiscr walidiing the color situation, 
doii t lake it too nuieh for granted tlial 7'/'/;;c's guess for the industr\. 
I95(">. is right as the \ear for cohn': 105() isn't o\er \el. And there s 
all of 1057 to go. M\ own guess is that the Time ju'cce and similar 
recent de\ eloj)iiicnls lia\e made the General and I^olsom miglit\ 
mad. \ssig,inienl of Boh Kinlner a'- an exccuti\e v. p. to concentrate 
on color de\ elo|)inent .ser\es to underscore llieir determination. From 
here on in. von'll sec tiie color drive go into a new high, which will 
make |)re\ioiis elTorts dwindle into iusigiiificaiice. 
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How well do you know the Boston market ? 



There's something special about 
Boston. How many of the special 
places, people, and things you see 
pictured above can you identify? 

A. WEEI Radio's own Carl Moore. 

B. An exhibit of early American door 
handles, Old Sturbridge Village, Mass. 

C. Roadside stand near Buzzards Bay. 

D. Sign on shop in Scollay Square. 

E. House flags of Boston merchants. 

F. Profile, early American cigar store 
Indian, Old Sturbridge Village. 

G. Steeple of Old North Church toppling 
during Hurricane Carol, 1954. 

H. Li'l Abner, a product of the fertile 
imagination of Boston artist Al Capp. 

I. Drop of milk falling on a hard surface, 
photographed by a new process at the 



Massachusetts Institute of Technology. 

J. Sign on barn near New Bedford. 

K. Sacred Codfish, symbol of Boston's 
earliest staple. New State House. 

L. WEEI'sPriscilla Fortescue with Gregory 
Peck, in London. 

M. Tombstone in Gloucester Cemetery. 

N Cover of the original Bunker Hill 
Quick-Step music sheet, 1836. 

Don't feel badly if you didn't recog- 
nize them all. No one knows the 
Boston market as WEEI does — 
especially the buying habits and 
brand loyalties of the Boston peo- 
ple. WEEI has been around the land 
of the baked bean a long time — long 
enough to know that the Boston cus- 



tomer takes an awful lot of convinc- 
ing. Once you've won his trust, he's 
likely to be your customer for life. 

WEEI already has won that trust 
for the products it advertises. When 
you have something to sell in that 
special Boston market, call CBS 
Radio Spot Sales or WEEI Radio. 

Credits: B,C,F, J, M — Standard Oil Co., N J.; 
H— United Features Syndicate, Inc. 



WEEI 



! 




WNAX-570 

CBS Radio in Yankton, South 
Dakota, gives you the two most 
important factors tliat make up 
a good media buy . , . 

1. BROAD 
COVERAGE 

190 counties in parts of 5 states in 
the great Upper Missouri Valley — 
660,950 families — 2 1/4 million 
people. 




2. LOYAL 
LISTENERS 

80^ of the homes in Big Aggie 
Land hear WNAX-570 3 to 7 times 
a week — and WNAX-570 has a 
66.4% share of audience in compe- 
tition with 52 other stations. (Ac- 
cording to latest count.) 



Big Aggie Land is an important 
market to national advertisers. The 
nearly 670,000 families in this pros- 
perous area have $2.8 billion to 
spend. And they spend a good 
amount for WNAX-570-advcrtiscd 
products. Your Katz representative 
will prove the point. 

WNAX-570 

YANKTON, SO. DAKOTA 
CBS RADIO 

A Cowlcs Station. Under the same manage- 
ment as KVTV Channel 9, Sioux City. Don 
D. Sullivan, General Manager. 





49th and 
IVIadison 



Democrats should have used radio 

^Oiir analysis of television's role in 
the recent Presidential election ("V^liat 
tv (lid for Ike," 10 November) \\as 
both timely and provocative. 

While second-guessing is always 
easy, it seems to me that the taetieal 
nod nmst go to the Republicans. While 
they started their campaign late, they 
finished strong, and their media pro- 
gram, as }'ou point out. was flexible 
enough to jiermit them to meet special 
])roblems as they arose. W^orking with 
more limited funds, the Democratic 
campaign eommittee might more wisely 
have put its money into radio, v\here it 
stood an excellent chance of dominat- 
ing the medium. 

The Democrats, in the final analysis, 
learned whal most advertisers have 
known for a long time: Big dollars will 
beat little dollars every time. The 
company — or the political candidate — 
aspiring to leadership against en- 
trenched, aggressive competition, must 
he prepared to spend the money need- 
ed to do the job. 

Roger Pryor, v.p. j'ti charge of 
radio-tv, Foote, Cone & Belding 



That's our commercial! 

Just received our diploma as charter 
subscriber to SI'OiNSOH. Thank you very 
much. Also just read your issue 
October 15th. Enjoyed it very much 
with exception of one itein on page 
132. Referring to American Research 
Rurean survey of most popular tv com- 
mereials you listed produeer of Ilaimns 
Beer comniereials. Sorry but this is a 
boo boo on jour part. We did 'em. 
In fact we have produced more than 
260 eommcreials for llamms through 
their agency, Cam])hell-Mithun. In fact 
ve are also producer for Geoffrey 
Wade Advertising Agency of the Alka 
Seltzer conunercials (including all stop 
motion puppet speedy Alka Sclt/er) 
mentioned in same article. 1 hat gives 
us lv\o of the top three most popular 
commercials. There arc others on the 
same list that we have also produced, 
but 1 don't want to boie you. Hope 



you understand we are not mad — just 
proud. 

Charles Chapl.\in Swift, Chaplin 
Productions Inc., llollyu ood, Calif. 



On receiving my copy of the 
27 October issue 

I don't go to work in a gray flannel 
suit 

(I go for an outfit mueh tweedier) — 
I care not a damn 
For Young-Rubicam, 
And I don't know the meaning of 
"media.'' 

No, I don't run a station or huekster 
a soap. 

Yet "srOxNSOu" arrives everv week. 

And thongh disqualified 

To express more than pride, 

I still have a great urge to speak: 

. . , Though I need a fast strong 

soporific 
Let my blood pressure swell — 
Pm exeitcd as hell ! ! 



N 



orm, your "new" magazine is 
TERRIFIC!!! 

William B. Wolf, IFolf & Wolf 
Washington, D. C. 



How to get rich in tv 

When I foolishly agreed to let you 
reprint a chapter from "How to Get 
Rich in Tv Without Really Trying" 
(Simon and Schuster had my arms 
pinned behind my baek at the time), 
I did not realize the effect it would 
have. Peo])le are actually going out 
and buying the book. How many 
people read sponsor nowadays any- 
way ? 

E\ cr) one in television is rising to 
the top. In a matter of days, one net- 
work already has more vice presidents 
than jieople. Cameras aren't dollying 
as fast as tliev used to. Announcers 
are taking 65 seconds to do a minute 
s])ot. The whole mechanism is grind- 
ing to a halt. 

It is not too late for you to take a 
firmer and harsher stand. An article 
or tv\o pointing out the real dangers of 
the book may scud some of the up- 
starts back to their grubby little lives, 
and we all know it is grubby little lives 
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that make the wheels turn. 

1 'lease have the courage of your 
convictions. 

SiiKPiiKKD Mead 
Douglas f on, L. I., N. Y. 



Daytime tv's great dilemma 

It seems to me that your fine article 
on daytime television led to an inevita- 
ble conclusion ("Da) time tv's great 
dilemma," 3 November) . 

The successful use of da\ time televi- 
sion demands the most careful and in- 
telligent buying of both programs and 
facilities. The factors that make it 
sood or bad are more sifinificant be- 
cause daytime tv is a pretty costly 
proposition, and it's no time for the 
shotgun technique. 

Thanks for the reminder. 

Harold Fair, v.p. in charge of tv and 

radio, Bozell & Jacobs, Neiv York 



Your article on daytime tv in the 3 
November si'OXSOR makes interesting 
reading. Unfortunately, however, it 
contains one serious error which none 
of us would like to see perpetuated. 

The article quotes the Television Bu- 
reau of Advertising as follows: 

"And more families view daytime 
television in one week than listen to all 
radio, day and night." 

This statement is erroneous. It is 
correct only with respect to television 
homes; if we take all homes (radio- 
only homes as well as radio-tv homes), 
day-and-night radio reaches consider- 
ably more homes than does day time 
television. 

H. Wynn Bussman, pub. rel. dir. 
Broadcast division, A. C. Nielsen 



Company names in show titles 

I found your SPONSOR Asks column 
(10 November) on the question 
"Should sponsors use company names 
in show titles" interesting and timely. 

As tv-radio editor of the Dallas 
Times Herald I have occasioimlly 
found this a problem. 

A company name can be an un- 
wanted, unfair curtain between a view- 
er and his entertainment. W hen this 
happens and only ^vhen this happens, 
it's high time to retitle the show. 

Walter Kemple) , tv-radio editor, 
Dallas Times Herald 
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Only 1 out of every 3 

radio stations in WBT-Charlotte 
50-mile area remains on 

the air after sundown! 



50,000 watt CBS affiliate 
WBT Radio has ratings as high 
as 16.2 after sundown! 

That Carolina moon keeps shining down on more than 
3,000,000 radio listeners! And the majority of those listeners 
are doing what they've been doing for 34 years — listening to 
power-packed WBT Radio. 

Hitch your advertising wagon to the brightest star in Carolina. 
Gather a few post-sundown 14's, 15's and 16's (Pulse, 1956) on WBT. 

Call WBT Radio or CBS Radio Spot Sales, TODAY! 




< ■ II A K i.< )TTi;. N.c;. — no.cioo 'Watt C'oi.o-^-ii-.M oi- Tiir. C-a uoi.i N an 
.1 i:i'ri;nsioN Standaud I» no a dcahti n<; <"<)mi>anv 
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Audience is cold to iiio^l iiov sii()>\>. Adincii hlaiiic 
iiiiilativc a|)i>r()acli, coiiipclilioii Iroiii lealiircs. Tlicv >varii 
shows iiiiisl i)e stronger today to «;et toj) ratinj^s 



M o^l of the new l\ shows this fall 
are in trouhle. 

Major agency tv dirpctors ha\e been 
\irtuall\ coiiimuting to West Coa-<l 
liroduclion centers to re\anip, rework 
and salvage flountlering programs. 

\\ ilhin a few weeks of their dobnt. 
a number of new program s|K)ns()rs 
lia\e hung out 'help wanted' signs. 
Man) ha\e offered lo share s|)onsor- 
shi|) of their programs with cospon- 
-ors or allernale-week acKerlisers. 

These signs of a disappointing sea- 
son raise a riumher of (jueslions con- 
cerning the reasons for the jioor show- 
ings, the trends in costs, |irograming 
and new sponsorship patterns thai are 
likch to emerge out of this falPs dis- 
ajipoinlments. 

In mi(l-No\ ember, when agencies 
traditionally put programing under the 
microseope, these were the inter|)rela- 
lions of major agency tv beads for 
the fiascos of fall 19.56: 

• The (|ualitv of sho\vs introduced 
this season is considered inferior by 
a majorilv of agency tv directors 



si'ONSOK interviewed. Part of liie 
fault, lhe\ feel, lies in exccssi\e imi- 
tation of ])roven fornnilas. Others add 
that some of the successful packagers 
have oyer-exlended themselves by lr\ - 
ing to s|iread their talents from one 
successful show o\cr to additional 
shows to the point of diminishing cica- 
live returns. 

• A strong minorilv of agenc\ tv 
\ .jj.'s feel that neluork tv ratings are 
lev eling off generallv . Th\< season 
\BC T\ . whic h has been growing in 
strength eonlinnouslv over the jiasl 
luo vears. is closing the margin of 
ratings between its |)rograniing and 
that of CHS and \BC. ^ 

ARTICLE IN BRIEF 

Lack of creativity in most new shows 
is blamed for low ratings by agency tv 
heads. But they warn that three strong 
networks will have to share audience 
with indies scheduling features. Clients 
will split budgets among two shared 
shows to increase circulation, ratings 



lis fell that tiie audience will be 
more often split three wa\ s. A com- 
parison between October 1955 and 
October 1956 'i'rendex shows start 
of this trend (see chart page 26). 
On the first Tucsda) in October 1956, 
for instance, \i!C 'f\ s average nigbl- 
lirne ratings actually rose above MiC 
T\ "s for the fir-l lime, with a 11.8 
against M5C ']'\ 's 11.9. 

• Tv vie.ving may l>e reaching a 
|)lalcau. some sa) . The\ feel that the 
nnmlier of sets in the country ivill 
conlimie to rise, but that the average 
amount of lime s|)enl viewing will level 
oil. The com|)elilion b)i Vnieriea - 
leisure lime is on the U|)gradc. Fur- 
thermore, tv viewers have become in- 
ereasinglv so],|iislicated and s|)oilc(l 
bv loj) star allraclions. runs tliis ar- 
gument. 

• 'I V s|)on-.orshi|) |)atterns are 
changing. Since tv ]irices continue to 
ris(\ v\ ilhout |)r(>|)ortionale ratings rise, 
many advertiser- i)rcfer to s|)rea(l their 
tv monev among Ivso or more shows 
lo gri ma\inniin circnlalion. liulivid- 
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Agencymen foresee budget split among two or more 
shows to insure client greater circulation. They 
stress need for more promotion to build ratings 



ual show sponsorship is becoming the 
exception. 

• Eventually, say some agency tv 
exeellli^cs ^^•ho (Compare t^'6 status to 
radio's heyday, talent prices too will 
\in\c to come down. An articulate 
niinoritv of program experts suggest 
(hat 1956 is the turning point from 
a scll('r>" to a buyers' market in tv. 
The nclworks may regret extravagant 
and long-lcrm talent commitmenls by 
fall I';.i7. llic; add. 

riic^p are -ome of ihc big questions 
about llii> fall's programing for which 
(he agencies aie seeking answers. 

1. II /lal's (lifjercnl about this sea- 
son? 

This is the first fall >eason during 
uhirb none of (he ncu entries 
jumped (juickh into the Top 10. 
\\ liile mosl of llie new shows ba\ c been 
disappoitiling. (here ^e also been some 
bright spol> in (he ratings |)i( tuic. For 
instance, >n( li adull W'eslcrus as Jim 
Howie. Ihoicen Irroir and Zane Grey 
Tliealer have grown in po|)ularitv. 

Mosl vulnerable ba\ e been ihc situ- 
ation comedic-. iiolabK CHS T\ 's Tlie 



liroliiers. Oh Susanna, -M?C T\ "s 
Ilirani Holiday and Stanley. 

'"Situation comedies alwa\s have 
had a high mortalit\^,"' says K&E tv- 
radio v.p. Jim Bealle. "I don't think 
their experience distinguishes this sea- 
son from previous seasons. After all. 
Benny bad floundered also before he 
clicked and / Love Lucy kicked 
around for a while." 

'"The (|uality of the shows is lower 
than in previous seasons. " says Len- 
nen & Newell tv-radio v.p. Nick Keese- 
ly. '"The standards of show accept- 
ance are higher today, and (be public 
demands good things. In the early 
daj s of the mo\ ies }ou could fdl a 
theater by showing anything that 
mo^•e(l. Then people became more 
sophisticated. Besides, this is a gen- 
erallv nncreative season. There are 
too many situation comedies and too 
many big-money giveawa)s. " 

IIowe^er, along with most of the 
tv executives inter\ iewed, Keetely did 
point to sueh ratings and critical suc- 
cesses as CBS TV's Playhouse 90. 
"The pilots available last season were 



poorer than in the past, ' says Mc- 
Cann-Erickson tv and radio v.p. 
Ceorge Haight. "When a sho\v is 
good, il 11 get the audience, despite 
the three-network competition. Peo- 
ple tune lo (he show, not to the net." 

Some agenc} men fee! that the new- 
show flops are only part of a trend. 

They foresee a ne\v pattern from 
(he large proportion of shows (estab- 
lished ones hke Lux Theater, Schlitz 
Playhouse, as well as new programs) 
wliicli are in trouble. 

"Some of the bloom is off the 
rose," says Foote, Cone & Belding v.p. 
and radio-tv director Roger Pryor. 
'"There'll be no more fabulous ratings 
such as in the early days of Berle. This 
season has seen tlie addition of some 
of the finest shows like Playhouse 90. 
Kraft and Climax have done some ex- 
cellent things. But there hasn't been 
much attention paid. Of course, there' ve 
been some outstandingly bad shows 
this season, too. But that used to be 
the rule not the exception in the early 
years. Only then as in the early days 
of movies, the public was hungry for 
any tv and didn t have the choice it 
has today." 

2. IVhal are the reasons behind the 
low ratings? 

"'If there w eren't a particularly strong 
show opposite him, Gleason would get 
90% of the audience," says Bill Tem- 
pleton, Bryon Houston radio-tv head. 
'"This year a show faces not only the 
competition of programing on the two 
network stations opposite, but it's 
likely to be playing against Clark 
Gable on the independent station. 
Million Dollar Movie on \\OR-TV 
proved that good features would take 
away audience from network shows 
and it's obvious that the current wide 
choice of features on se^•eral stations 
has to water down the ratings of 
mediocre shows." 

Some of the blame for inferior 
shows and lower ratings has to go to 
clients and agencies a> well. There's 
a conservatism that rules the invest- 
ment of large t^ budgets. Today, 
agencies tend to be less willing to stick 
out their chins and recommend dras- 
tically difTcrenl shows, since a tv flop 
miglil mean the loss of an account. 

"\ imeleus of successful tv produc- 
ers ail" doing more and more of the 
slioNvs. and they may be o^er-extend- 
ing iheir talents," says Jim Douglas, 
t\ \ .p. at Ted Bates. "That way, the 
lop producer's talents are being dis- 



THREE-NETWORK RATINGS BATTLE 

More than last year. ABC Tl is narroiiiug gap belneen its ratings 
and those of CHS. MIC. While average ueeldy ratings of the three 
netirorhs are roinparablc lo those of last year. ABC TV actually 
pulled ahead of \ HC. Tl ratings for Tuesday, first ireelc in October 



First week 




ABC 


CBS 




NBC 


in October 


1955 


1956 


1955 


1956 


1955 


1956 


Monday 


5.6 


4.9 


22.9 


22.3 


19.8 


17.1 


Tuesday 


9.2 


14.8 


21.0 


22.0 


19.9 


1 1.9 


Wednesday 


14.0 


n.i 


19.7 


17.0 


17.2 


18.7 


Thursday 


5.1 


8.7 


16.7 


22.3 


23.7 


15.9 


Friday 


10.8 


9.9 


18.7 


18.6 


13.7 


17.0 


Saturday 


5.9 


9.8 


18.7 


20.0 


21.0 


16.7 


Sunday 


7.8 


7.3 


20.5 


22.7 


13.3 


14.7 


Average 


8.3 


9.5 


19.7 


20.7 


18.4 


16.0 
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sipated. Yet the man with the track 
record has the edge on new producers 
and fewer new things are tried." 

A classical case this season of a show 
flop supervised hy a toj) tv \eteran is 
Noah's Ark produced hy Jack W'ebh 
and sponsored hy Max Factor (through 
iMcCanii-Erickson) on NBC TV, Tues- 
days 8:30-9:00 p.m. This show's Oc- 
tober 1956 Trendex was 11.4 against 
18.4 for The Brothers, CBS 'I V and 
22.3 for IFratt Earp, ABC TV. (Mc- 
Cann tv executives were working out 
improvements for the show in conjunc- 
tion with Wehh and the network at 
sponsor's presstime.) 

"There'll be much more caution 
about starting into something new next 
season," says Phil Cohen. SSCB v. p. of 
radio and tv. "Shows will no longer be 
bought with one pilot and clients will 
be more careful of their investments. 
This season there wasn't enough test- 
ing on closed circuit and enough work- 
ing out of bugs before the shows were 
put before the public." 

The fault does not lie with the talent, 
nor even with the writers, tv executives 
agree. In fact, most of them were 
quick to praise the performers and 
writers of many shows that are ha\'ing 
ratings problems. 

"There's a difference between con- 



ceiving a show and 



wntmg it. 



?a\ s 



Norman, Craig & Hummel tv-radio v.jj. 
Walter Craig. "It's only after you ve 
worked out a show format that you get 
a writer. This season they've been dish- 
ing up the easy-to-sell formats, but the 
public is correcting that by tuning out. 
The attitude's been, 'Gee, these quizzes 
are good. Let's do one.' But it isn't 
that simple, and when three shows of a 
type flop, then the hands of the show 
creators will be forced." 

3. Are new sponsorship patterns 
emerging because of loiver ratings? 

There's been a trend away from indi- 
vidual advertiser sponsorship of j)ro- 
grams during the past few years. Costs 
of tv shows have forced clients to alter- 
nate or share programs, rather than 
bear the entire cost burden themselves. 
This season another form of sponsor- 
ship is becoming popular. 

"Some single - product advertisers 
prefer to sponsor a part of two differ- 
ent shows and cross plug them," says 
Jim Douglas. 

"The trend is toward bu\ ing a piece 
of two difTereut half-hour shows to 
spread circulation," says Bill Temple- 
ton. "This is one way the advertisers 
(Please turn to page 86) 




Drama ran the panml from lop ratings to flops. Hiding on ercsl of long-show popu- 
larity, CBS TV's I'layhousc 90 (above, starring Frank Lo\ejoy) was outstancling fall 
snrcpss. Some cstalilishcd shows, like Lux } idea Theatre, are failing this season 




1.^ 

Situation comedy is having the highest casualty rate this fall. iNBC T\ 's Stanley 
(above) is one of five new comedies v\ith ratings blues. Other ratings disappointments 
have been NBC T\''s Aoah^s Ark, Hiram Holiday, CBS TV's Brothers and Oh Susanna 




Variety has had tough competition this season, but ratings generally continue to be 
high. Gleason's live show does well against high-rated Como, and Sullivan is among 
top three. New cntrv' on NBC T\', Waller Il'inrhell (above) made top 20 from start 

Western adult drama have had success this fall. Among the best-rated is ABC TV's 
IFyatt Earp (below) with ratings in the mid-20's. Ratings of this eat<'gory could be 
watered down by imitators, warn agenevmen, pointing to trouble of big-monev <iuiz/.es 

7- K 
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ARE SPOT RADIO POLL 
ON THE WAY? 



IGURES 



SKA rounds aiiotlior corner in its scarcli lor 



s])otV dollar dimensions, and the lon<;-son<;lil j;oal 
ol individual conipany spcndin*; conies into view 



Wi 



illiiii llif' it('\l Iwo motillis. spot 
IdiigliP^^I and mo^l prohletn- 
aliial nut rehuv-c of dollar cvpfiidi- 
liiics l)\ calcjioi") aiul 1)\ 

adxcrtixr iicl a rcsoiitiditi^ 

crark. 

Tliis is the laifiel liitic i-cl In liu' 
Slalioti Koprt'xMilalixos \»()fialion for 
its fir.-l r(d(>a-(' (if spot radio (l(dlar 
invi'siinciils 1)\ product calegor) . 

This new report, siiou'i^f; what [hv 
soa|)s and tiie (■i<2;arcttps,*,ili(; cars and 
the cosMtetics. arc in\cstitij; in sj)ot 
radio is a higical interim stej) before 
the final Mow which cracks open the 
s])()t radio nut. Then.Uic radio indus- 
try will l)c able to report wiiat its in- 
di,)idual ad\crtisers s|)cn(l in spot. 

S|)()t telp\isiotI has liecn able lo |)ro- 
\ ide this sotijiht-after itiforttiati(ni. 
Some of the rcsidts of the eoo|)erati\e 
cfTort between the iehni-ion liurcan 
of Ad\ ertisiufz and ^N, C. l!orabauf;h. 
|)nblishcr of liorahdu^h llcporls. are 
>-how n itt the dollardiv -dollar break- 
down of the to|) 200 t\ spot advertisers 
on |)age .'')2. Tiiis is the fourth such 
(|uarterl\ report to li<> issued bv WW. 
based on dollar cotnpilations fifinred 
l)\ lioraiianfzii on the basis of bn\inji 
a(ti\itv reporte(i to him b\ stations. 

\\ li\ lui'-n I radio iieeu aiile to match 
this dollar-rcportinj; pace of t(de\ i- 
-ion y 

llietc ate matt\ leasoits. all \alid. 
I here ate some 2.!I0() radio stations, 
ipmI\ 17C» t\ outlets. Kcualiaufih f.'ot in 
on the <rround fioot <if t\. e\|)atidiuL' 



his reporting service as t\ itself grew, 
lie sold tiie individual television sta- 
tions on the eoncej)t of such an ali- 
industrv s|)ot activity rc|)ort. 

The end result: spot tv advertisers 
know vvliat the competition is doing, 
."^pot radio advertisers don't. 

W liat".s the answer for spot radio? 

Industry e.\|)erls figure it 11 take 
threl* sbarj) and big cracks before the 
individual client dollar e\|jenflitnrc nut 
is broken oj)en and before the innards 
are c\|)oscd. The\ v e vsatclied the in- 
cfTcctual ehi]ipiug awa\ of various iu- 
dustrv groujis during the past two dec- 
ades. They've listened to the prolonged 
debates about the adv isabilit) of de- 
term ijiing spot radio e\|)endit tires and 
how these could best be delerniiued. 

For three decades of s|)ot. there 
have beeti onl\ .sjxiradic atid incom- 
|)lete ie|)orts available on s|)()l buviiig 
activitv. It wasn't until last .|nl\ that 
the iii(lustr\. for the fiist time, wit- 
nessed the first crack in the hard shell 
of sj)ot dollar e\|)enditures. I lial was 
vslicii .Statit)ii lu^jireseutatives \ssocia- 



^ ARTICLE IN BRIEF • 

SRA has taken two of three steps 
needed for a breakthrough in getting 
industry report on what advertisers 
spend on spot radio. SRA now releases 
a monthly dollar total on all spot 
activity; plans quarterly report on per- 
centage of this spot billing by product 
class. Needed: actual dollars spent 



tioii. an inde|)endetit groiij) of 17 sta- 
tif)n re|) firms, began releasing the 
total amount invested in national sj)ot 
by national advertisers on a niouth-bv- 
iiionth basis. 

Hut pros in ibe sj)ot radio field think 
it 11 take two more resounding v\ hacks 
before tlicv have the data thcv v\atit. 
The second step is that now |)lanned 
b) SKA: comjjilaliou of s|)ot radio 
billings, moiith-by-month. for product 
categories. Late ne.\t month. SKA an- 
ticipates release of jiereeutages show- 
ing what jirojiortioii of total third- 
(juarter sjiot radio billitig.s ^vas ae- 
counted for by some 25 j)rinei|)al jjrotl- 
uct groupings, such as aulomotives. 
drugs and toiletries, cigarettes and 
tobacco. 

The third step in cracking oj)eu .s|)ot 
dollar figures is the most difliciilt, and 
the one which advertisers, their agen- 
cies atid the reji.s themselves consider 



the most sisuificaiit. 



Us I? 



the 



lease of spot radio dollar data for in- 
dividual advertisers — the (jcneral 
Foods and the l^evers with a break- 
down as to jjroduct as well as client 
e.\|)eiiditure. 

SK/\ Matiagitig Director Lai rv 
WVbb and other industrv spokesmen 
think it's inevitable that radio will 
hav e dollar-ln -dollar bri^akdow ns on all 
advertisers atid their jjroducts. Hut. in 
the meantime, he atid his associate-^ 
are concentrating on |)liase two. 

Through the accounting firm of 
I'lice. \\ alcrlioiise ^ C]o.. Xcw '^'ork. 
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THIS WE FIGHT FOR Kcgulai 
plIl)lic^lti()M of >i)ot radio expcndi- 
tiiics of individual a(lveiti>ci>. coiii- 
parahle to data from other media. 
( From SPONSOit''-' editorial platform.) 



which has liaiuUcd all moiuh-hv-niontli 
release of total spot iiu estmeiits, SKA 
will work out a formula by which 
Price. W'aterhouse can break down 
these same monthly billings and pro- 
ject them to product category totals. 
The first report on third-tjuarter bill- 
ing will include percentages, rather 
than actual dollar figures. 

This projection to product cate- 
gories will he similar to the projection 
used by the accounting firm to figure 
total spot billing in terms of dollars. 
Projection in terms of industry totals 
is one thing, some observers say. But 
can you project what }*&G. for ex- 
ample, bills through 17 reps to deter- 
mine its total spot purchases? 

Some know ledgea})le research peo- 
ple say such a projection is possible, 
if the sample is well chosen and the 
mathematical formulae are exact. But 
others think there's a much more sure 
and feasible method which will be 
found. 

They l)elie\'e tlie day w ill soon come 
when advertisers, of their own voli- 
tion, will sanction release of their ex- 
act spot dollar expenditures through 
their ad\'ertising agencies. At this 
point, detailed dollar expenditure data 
is available for all media except net- 
work and spot radio. 

How do you fill in the spot radio 
blanks with actual ad\ertiser and prod- 
uct dollar figures? There are four 
possible ways. 

1. Radio stations themselves could 
report on their own billing. This has 
been suggested man\ times, but sta- 
tions, by and large, have been unwill- 
ing to cooperate in opening their 
books. 

2. Station representatives could sup- 
ply the data, as is now the case with 
SUA and its 17 member firms. Some 
industry people thiidv a broader par- 
ticipation in SKA. with more reporting 
firms, could be the answer. 

3. Advertisers could do it through 
their agencies. 

4. Ad\ertisers. cooperating in an 
industry - wide effort, could work 
through a central ad\ertising clearing 
house. 

Xundiers three and four seem to 



ba\e the most promise. 

James M. Boerst, publisher of the 
Spot Radio Report through his Execu- 
ti\es Radio-T\ Ser\ice, is now work- 
ing through agencies with the coop- 
eration of clients. H(! says 94 agen- 
cies and 3.50 different accounts report 
their spot radio acti\ itv to him. lie 
sees a greater willingness on the part 
of clients to release information of 
this kind. 

The biggest reason for more accept- 
ance of the idea is that advertisers 
realize they're not going to get data of 
this kind if they don't gi\e it. 

This increasing interest in getting 
the dollar breakdown is reflected in a 
recent sur\ey conducted b\ the Asso- 
ciation of \ational Advertisers among 
its mendjers. Some 90' ^ of those spot 
radio users answering a questionnaire 
said a published record of spot ex- 
penditures and activity of other adver- 
tisers would he useful to them. And 



Il[tilll>,,i Mlllllllir "I'll!" 



more than VA)' { of them said thev 
would l)e willing to authoriz(? their ad- 
\ ertising agencies to furnish ''any op- 
erating central source" their sjjot radio 
ad\ertising fpiarterly expenditures and 
activit) . 

This ''operating central source" 
could e\ohe from the ."'^RA structure 
as it is now, from a iiewh created in- 
dependent industry group, or from, as 
has been propo>(>fl during the past few 
\ears. a group set up b\ Radio 
Ad\ertising Bureau or some other 
establislied industry trade association. 

(SPONSOR, in the past decade, has 
cairied many articles on the need for 
dollar figures by ad\ertiser and prod- 
uct. Some of them: Let's bring spot 
spending out in tlie open, 25 July 
19.5.S: One down, one to go, 3 Octo- 
ber 1955; iFanted, spot radio $ data, 
5 iMarch 1956: Spot Radio Dollar Fig- 
ures, 9 JnK 1956.) ^ 



THREE STEPS TO A SPOT DOLLAR REPORT 



1 



2 



3 



Total spot dollars: industry, for the.^st time, has in SRA's 
report of monthly spot radio l)illin^<^J^i regular, national pro- 
jection of what ad\-ertisers are sj,)e^J^ing in the medium. Inau- 
gurated this )ear, suminar\.^^)jects billing totals of SRA 



member firms to the entLMAifulustr\ . SRA measurement also 
shows percentage gain Irom each month in pre\ ions year 



Spending by product category: SRA. fojjjo\\ing this first 
step, now plans upcoming report on thirdjj^j^rter spot radio 
billing which will show percentage (JJ^^otal dollars spent 
by product category. For first tini1^>radio will have dollar 
figures on what entire industri^^{?'uch as cars, are spend- 
ing in spot. Twent\-fi\e si di\isions are contemplatefl 

Spending by individual advertiser: Most ditjl^v^ part of 
spot dollar figures problem is final step, ^irmhig data on 
what indi\idnal ad\ertiser# spend. Most.^^^ible method is 
to get ad\ertiseis to release their s^^ acti\it\. jierhaps 
to a central clearing house. Tj^^'s "softening," with 
mber of sponsors Viterested in trading facts 



an increasmg im 
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To sell a new eliair bed, 
Kiviera Convertible Sofa 
Co. of Los Aii«;eles, 



wliieli has grown from one 



to 22 retail stores in two 
years, decided to spend 

$100,000 
FOR A 
LOCAL 



SPECTACULAR! 




TTclcx i^ioii and sofa hrds ha\ e Iiepii 
siHcessfiilly nialed for years hiil never 
in surh a s|)ertaeijlar fashion as on llie 
W'ol Coasi last week. 

I'lie l\i\iera Conxcrlilile Sofa Co. 
of Lo> \n<rcle>. wliicli has Iiccii doini; 
some |)rcll\ sjx'elacidar firowino; (hir- 
infr llie |)asl two \ears. lo])|)cd ils 1\ 
athcrtisinfr on 10 \oveniher with a 
onc-honr onc-^liot ciirricd sininllane- 
f)ti>l\ I)\ ])raclicall\ e\er\' station in 
the Lo> Angeles. liakersfiekL San 
l)iej.'o and Santa Darhara markets. 

\ |)rojiraniinfi '"sitectaeidar' if tlieie 
e\cr was one. tlie lixc show, |)ro(hice(l 
h\ l{i\ iera s aaeney. (ieorge I'atton. 
(•i-t the (lient a cool $100,000 for 
time, talent and ])r<)motion. 

riieic ])rohahly luis ne\er heen a 
hx-al tele\isioti ciTort Hke it. I{i\ iera 
tied n]) the air\\a\es in sonthern 
(.aiifornia on a Satnrthn nif^ht h(^ 
tween i I :00 |).m. and miihiijiiit, fea- 
hufd sn< h |iersonalities as \rt I. ink- 
letter, l)a\e liose and his orehestta. 
I lild<-;.'arde. (iof/i (iratU. the W iere 
lirothcrs. I'anl (itlheit, ('.lii<]nita and 
johtt'-on and (iene Ni'Ison. 



The |)rogram, simply titled The 
Christmas Show, was carried hv every 
l^os Angeles station (it was the first 
live teleeast pooled hv all L.A. a ideo 
outlets)- K ABC-TV. KCOP. KHJ-TV. 
KWT, KRCA. KTLA. KTT\-l.oth 
liakersfield outlets. K15AK-T\ and 
Ki:i!0-T\ ; KF\1I}-T\ and KFSI)-T\ 
in San Diego and KFVTV in Santa 
Harhara. 

l!i\'iera"s \\ s|)eetacnlar kicked ofT 
its Christmas season ;nul was |)artl\ 
an elTort to hike sales 1)) lengthening 
the ^ ide sh()|)|)ing |)erio(l. The main 
pur])()se of the show, howexcr. was to 
introduce a new conxertihle chair hed. 
The com|>any sa\s its new de>ign re- 
send)les an ordinal \ li\ ing room chair. 

It is Uix icraV intention to re|)eat this 
wing-ding t\' alTair e\er\ \ear, though 
nndonhtedU this \ears Vide sales will 
he tallied hefore a fnial decision is 
nailed down for lO.iT. l"or a number 
of good, solid reasons, it can he as- 
sumed this will he the hest (Christmas 
M'ason e\er for Hi\iera. The hrm. 
which consisted of one factory-show - 
ro<im in I931-, now l)<)a>-ts 22 retail 



stores and ]jlans to open 10 more dur- 
ing the first half of 19.i7. 

Hivicra was originalK an upholstery 
shop. ()|iened 1)\ Jerome and Sanford 
Siegal in downtown Los Angeles 
-hortlx after World War 11. ^The 
Siegal brothers zoomed into promi- 
nence following the design of a new 
sofa hed. which tlie\ started lo push 
in 1051. Brought into the firm short I v 
afterwards were the three other Siegal 
brothers and \1 \\ inston. who had a 
lot to do with the design of the sofa 
hed. Iho ofilcers are now Sanford. 
|)iesi<lent: na\ id. adxertising man- 
ager: Kdwin. merchandising manager: 
.h'rome, ])roduction manager, and 
Si(lne\. treasurer. Winston is head 
designer. 

Ihe Siegal hvothers were |)romotion 
conscious from the beginning of their 
eam|)aign to ])ut across the sofa bed. 
When the dri\e started, an ad budget 
of $.500 ]ier week was allocated, mostly 
for new s|)a])ers. At thai time $500 
was a substantial hnnk of Bixieras 
total weekU inconu;. 

\ews|)a|)ers were and are bandied 
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Talent for tin- Riviera spectacular wa~ packajied tliroiigli afitncy, George I'attoii. Sliow wa~ aired 10 
November on practically every station in l.os Angeles. >an Diego, IJakersfieUl. Santa IJarbara Markets. 
Among those appearing Here Art I^inkletter. 1 lildegarde. W'iere Bros., Cliicinita & Johnson, C.ogi (irant 



directly by David Siegal. The Palton 
agency ser\'ices both radio and Iv. 
Account executi\e W'^ally Sheruin is a 
tv personality in his own right and is 
now tied exclusively to Riviera. He 
acts as host at store o|ienings and spe- 
cial events telecasts and also does the 
regular cotnniercials. Sheruin was the 
executive producer of Tlie Chrislnias 
Slioic, is star and |)rodncer of the firm's 
Slairivay to Stardom on KTLA. 

Though never on the scale of the 
10 ,\o\end:er s|)eetacular. Ri\iera has 
used razzle-dazzle ap|)roaches before. 
1 he firm's last three stores were ojjened 
simultaneously in San Diego. This was 
Riviera s how in the market and the 
oj)ening was heralded for one week on 
radio with 800 sj)ots on four stations. 

On top of this I'atton bought 700 
tv announcements o\er a jieriod of a 
tnonth. This was culminated by a 
one-hour li\e remote show jiooled and 
telecast over KFMB-TVand KFSD-TV. 
I he tv show was also repeated \'ia 
kine. It ^vas the success of the San 
Diego tv show that set the Siegal 
brothers and their agencv to seriously 



thinking about a local s|)ectaciilar. 

Lessons were also drawn fi om the 
l)uildu|j used for the San Diego o|jen- 
ings. To promote Hie Christnias Sfioir 
dozens of newsj)aj)er ads, hundreds of 
tv announcements and more than 400 
billboards were used. 

Radio is also used in priiinotional 
ways. In general, radio has been em- 
ployetl heavily to promote store open- 
ings. /V tyjiical cami^aign consists of 
about 300 announcements o\er a 
weeks time on two or three stations. 
This has been kee|)ing radio |)retty 
busy since new stores ha\e been (i|)cn- 
ing at the rate of almost one a month. 

Tele\ison has been getting an in- 



I ARTICLE IN BRIEF 

Riviera Convertible Sofa Co blanketed 
southern-California market with live 
Yule show on 'network' of 12 stations 
to launch new chair bed Show was 
aired 1 1 :00-midnight on a Saturday 
night. Fast growing firnn has been 
allocating half of ad budget to air 



creating share of i{i\ iera s ad budget, 
now roughly di\ ided as follows: news- 
papers, 55' r ; tv, 40' f; radio, 5*^. 

Though Riviera has used all L.A. t\ 
outlets at one time or another, it is 
now concentrating its video advertising 
on KTLA. Its schedule includes s|)()n- 
sorship of half of the Warner liros. 
feature film series on Sundays, a half- 
hour of the Roller Derby on Saturda\s. 
alternate s|jonsorshiji of the Western 
J'arietY Show and wrestling. 

Uiviern's |)enchant for buying into 
|)rograms rather than going after chain 
breaks is also illustrated by the follow- 
ing selection of the •^v iidicated shows 
it has Used during the jiast two vears: 
The\ include Crime liimters. Confiden- 
tial File and Jiihe Box Jury. 

ibis |)rogram buving jxdiev is due 
to i{i\ iera s desire to exjiloit to the full 
t\ *s |)o\\er of demoiisti ation. I'he firm 
and agencv feel a minute is not long 
enough to |)rojierl\ demonstrate the 
>ofa bed so the |)attern is to devote 
one and a half to tv\o minutes to a 
demonstration coimnercial and then 
a short time to store listings. 
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SPOT TV DIPS IN 3RD QUARTER 



TvB fijiuros; show speiidiiiji 
883. 9 million, drop of 
about 20^0 fi'oiii precediiij 
(jiiartcr. Dt'cliiic attributed 
to seasonal factors. Total for 
first full year: $393.5 million 



tiiifling its first \ear of quarterly reports on spot t\ expeiulitures. the Tele- 
\ ision Bureau of Afl\ erlisini; rej)orlecl a total of $893. 5 million in gross time 
spending for the period 1 Oetoher 1955 through 30 Septemher 1956. Spending 
during the third quarter of this \ear came to .So3.9 million, down about 20*^ 
from the preceding quarter during which ad\ertisers spent $105.6 million. T\ B 
president ?Sorman Cash attributed the drop to seasonal factors. The only 
major industr) category showing an increase was Tobacco Products and Sup- 
plies. There was a slight decline in the number of advertisers using spot tv 
during the third (juarter compared with last \ear's third quarter. This is the 
second time there has been such a decline since 1949. 

Of the 2,536 advertisers using spot tv during the past quarter 1.031 spent 
more than $5,000 for gross time. Top spender was Procter ^ Gamble, which 
has been the leader in spot tv spending ever since the TvB started releasing 
dollar figures on the medium. However, the usual wide gap between P&G and 
the other top spends was narrowed considerably by a heaw decline in P&G 
activity. A P&G competitor, Lever Bros., which has been steadily increasing its 
spot spending, continued to climb during the third quarter. Among those 
upping expenditures over past quarter: Carter, Continental, Swift, Rath Packing. 




AMONG MAJOR SPENDERS ONLY TOBACCO DIDN'T DIP 



Product category 


Spending estimate 
4th quarter '55 


Spending estimate 
1st quarter '56 


Spending estimate 
2nd quarter '56 


Spending estimate 
3rd quarter '56 


Agriculture 


5>o ('o,UUU 


C'3i A nnn 

OO iU.l n HI 


>i'i97 nnn 

QoZ. t ,UUU 




Ale. beer & 'wiiie 






CO nno nnn 


Afi'k nnn 


Aiiuiseiiieiits. entertainineiit 


1 1 < ) nnn 


1 ^7 nnn 


ci '-io nnn 


^ 1 74 nnn 


Automotive 


0'J:OA 1 ,vrV;V/ 


Q'-i 9Rn nnn 




«i 097 nnn 


Building material, fixtures, pamt^ 


Cl t)fA) ()()() 




CI 1 7S nnn 


$791 000 

7 1 / WWW 


Clothing &' accessories 


^9 (Win 


<5i 70'-{ nnn 


09 991 nnn 


ci 0^1 noo 


Confection? & soft drinks 


3Q1 ofin 


"ij (i7'^ nnn 


c^ 399 nnn 


$4 620 000 

*fT/W^W/WWW 


Coiisiuiier services 


^3 1 lA 000 


0^9 nnn 


'>3 1 9('> nnn 


$2 494 000 


Cosmetics &' toiletries 




■^^7 .L19 nnn 

i ,'-1— i-z.uuw 


so ^ 11 nnn 

OV.tj^i-i .www 


S8 950 000 


Dental products 


^9 770 nnn 


'^;4. 9^3 nnn 


^ 1 14.9 nnn 

0 rT-^^V /WW 


S2 742 000 


- 

Drug products 


'^p. ono nnn 


•^i n 79r> nnn 


ir>f? nnn 


$5 295 000 


Food & grocei y [)roducts 

u 




C9f> nnn 


CO<> {\{\C\ 
OZo.Oo H 'WW 


«9i 775 noo 


Garden supplies & equipment 




c;! '\x nnn 


^1 \\i nnn 

V* i *> 1 .www 


$38 000 

*f> w U / w w w 


Gasoline &' lul)i"icants 


AOf^ nnn 


Q3 1 93 nnn 


1 9nA nnn 

0 » - 'vJ. WV 'W 


S3 908 000 

vf'W/XwU/WWW 


Hotels, resorts, restaurants 


c^n C\C\{\ 


<!;4.f! nnn 


^00 nnn 


$73 000 


Household cleaners, polishes, waxes 


Co nnj. nnn 


01 s70 nnn 


c;9 '-ini nnn 


$592 000 


1 

Household appliances 


CO ,111 nnn 

! 


'^n^ nnn 


'n9 .f^n nnn 

1 


$1 44A 000 


u^.. f,....,: 
Hous^eiioui liiiiii>iiings 


nnn ' 


nnn 


S958.000 


$898,000 


Household laundry products 


^ 1 1 M nnn 


^1 747 nnn 

' ^ ' .WV-/W 


949 nnn 


$3 284 000 


Household ])aper products 


c;()ii nnn 


<^i 1 nf? nnn 


^1 'in2 nnn 


$1 016 000 

4^ 1 ,w 1 V,www 


II 111 1 
riousciioid general 


ovvz.nnu 


i o.nuu 


01 no9 nnn 


< ^ 1 1 nnn 
$ J 1 1 ,uuu 


AT • • 

JNotions 


bzUO.UUO 


?:>o(H)ni* 


Ono AAA 

bvo.nnn 
SI. 17 1.000 


^ 1 o,Z,UUU 
$849,000 


Pet products 


$1,291,000 


."^986,000 


Puhlications 


SI 33. 000 


S564.000 


S183.000 


$484,000 


Sjiorting goods, bicycles, toys 


S659.ono 


S98.000 


SI 02.000 


$79,000 


Stationery, office e(]ui{)nient 




Sios.noo 


S73.O00 


' S34.000 

f - 


$23,000 


Tv, radio, phonograph, nul^^cal inst's $1,646,000 


S626.n00 


S5.S4..000 


$348,000 


Tobacco product> & .su{)plies 


S6.4 10.000 


87.081.000 


S7.371.0O0 


$7,823,000 


Transportation & travel 


1.000.000 


S66.S.000 


S.".98.()00 


$542,000 


Watches, jewelry, cameras 


S2. 138.000 


SI. 834.000 


S 1.982.000 $1,637,000 


' Miscellaneous 


S9 11.000 


81,040.000 


Sl.Ul.OOO 


$881,000 


"I TOTAL 


.S103.<'572,000 


SI 00.209.000 


810,1.584.000 


$83,863,000 


1, 



Turn page for lop 200 spot tv clients 



SPOT TV continued 



WHAT TOP 200 SPEI 



Rjnk 


Advertiser 


•4th Quarter 
1955 


1st Quarter 
1956 


2nd Quarter 
1956 


3rd Quarter 
1956 


1 . 


T)., ,,| .., V .7. 1 

1 i(KH*r tS i/ariilMt 


$4,064,500 $5,782,800 $6,541,000 $2,873,700 




T^roun \\ rlliaiM'^oii 


2,739,000 


2,921,900 


2,673,400 


2,826,700 


o 
= >. 


( .t^ncr ill 1 M(»(l> 


2,004,000 


2,053,800 


2,978,200 


2,440,200 


1 


^lorri-^ 


1,175,700 


1,542,200 


1,833,100 


2,070,000 


.). 


"^1 erl 111 ji I)rii^ 


1,893,000 


2,252,800 


2,138,500 


2,040,500 


(). 


( oliialr l*alMioli\(' 


1,231,000 


1,583,100 


2,1 15,700 


1,839,900 


i . 


1 .('^ el" Hr*>tli(*r> 


394,100 


471,000 


1,263,900 


1,502,300 


o 
o. 


t . ji'Icr l*r(MliK't> 


319,200 


1,059,900 


916,500 


1,391,700 


V, 


( .oiii iii<*nt«il Hakiiig 


609,000 


761,400 


1,103,200 


1,387,500 


1 (t 


N al i< "iial H i^<*iii t 


1,158,500 


1,478,400 


1,735,900 


1,141,900 


1 1 
i 1 . 




902,000 


1,122,900 


1,237,400 


1,129,800 


1 9 


Miles l,al)orattn'i('s 


1,561,400 


1,696,900 


1,392,600 


1,103,000 


1 


^Ill(^^■a 


1,238,900 


1,228,400 


1,121,600 


973,000 


1 1 
1 1 . 


I\n| irl I 1 J aiJ 


1,245,500 


869,100 


973,800 


943,200 


J .>. 


K<*llojir; 


1,199,300 


1 ,780,000 


1,139,600 


917,100 


1 A 


\\ a riH*r- l^aiii Ix'i'l 


755,200 


725,900 


745,400 


853,400 


1 " 


\iii(*i'iran 1 ('!. & Yi'X. 




1,143,300 


976,700 


786,600 


1 o. 


(. * M'a -( -((la 


835,300 


654,800 


1,2 15,400 


783,900 


1 V. 


( .orii Prodnci > Rffi n inj; 


417,300 


425,900 


6 1 1 ,400 


775,000 




1 . 1 . ( M 1 1 1 tl I ( 1 


260,900 


229,500 


460,600 


762,000 


^ J.. 


. ^ * 11 1 






616,000 


733,900 


22. 


1 IClillIK .^C d|Zt I 


522,500 


725,200 


890,900 


681,100 




I*al)>I 15 ^c^^ in^ 


294,200 


3 13,500 


207,500 


640,400 


2). 


.11' II \'ii 


464,800 


324,600 


403,200 


630,200 


2.5. 


Ir*-. H 11 i l( l<*rc 


368,300 


371,000 


549,700 


531,300 


26. 




428,000 


373,700 


545,700 


488,800 


27. 


llnrcilrl 1'^ T^iicliir 


703,300 


642,000 


546,900 


485,800 


28. 


1* R;ill*)ntinp Snni.. 

1 . I'cIllilllllllC^ i\ .^IIjI'* 


446,700 


429,600 


514,200 


485,300 


29. 




961,600 


542,400 


524,000 


474,600 


.'UJ. 


I IT t iTii n 1 inn tT T 1 1 r>v 








467,900 


] . 


> s\ i f I 




100,000 


317,700 


467,100 


32. 


( 'liarlcs \ nliWl 


217,800 


847,300 


843,700 


467,000 


■j.'L 




550,100 


487,800 


558,700 


465,000 


.'^ 1. 


Iclililulll v/ll 


553,600 


531,500 


528,000 


444,700 


;j3 


l^e^ loll 






1,191,400 


435,000 


■i6. 


1 l\' 1' llfi.r'i.i'i.-.^. 


453,900 


393,900 


329,100 


433,300 


.37. 


1 lil'j.ti'IIIir 

lldllllll l>M>Nll)g 


274,200 


260,300 


324,300 


41 7,900 


■{8. 




1 1 A L Ortrt 

1 ,/**o,oUU 


YOb, 1 00 


762,900 


406,200 


iV 


\nli<*ii'.("r-Hii^f*li 


263,000 


325,400 


405,300 


398,300 


10. 


(til^ SiKiu Drifl 


267,200 


346,600 


387,800 


393,300 


II. 


N'iiiImtii Paper Mill'- 


430,400 


448,400 


453,100 


371,900 


1 ^ 


r I I) 


265,100 


285,600 


673,100 


370,000 


1 i. 


\i ii rr< ail 1 Iciiiie |- ikkK 


254,600 


313,800 


3 17,600 


362,000 


1 1 


•^i iiiiiiii- 


147,700 




270,500 


360,300 


1'.. 


I' Ini ida ( 11 rii>- ( .11111111. 


598,500 


698,500 


589,000 


358,200 


\<i. 


(.lllell.- 


436.800; 


497,700 


530,700 


356,200 


IT. 


I'-.-. I.I.I. 


266,200 


270,000 


428,900 


352,600 


IH. 


< .1 1 r.il \loIoi- 


1,423,700 


1,264,200 


1,170,700 


351,300 




l!i'.|i|<-| - Digeil 




378,900 




350,600 


>() 


' III -i liiuii^li- I'liinl, 


414,700 


474,500 


414,500 


350,500 






Tumi ,-i|i>iii. 


Ii.clii.li. Kiaf 


l'.»ccls Cll. 






r ri . , 1 , 1 .1 ^ 1 


II. rnl..in ■ . ■ jil 


I'.fiiiiK piir 


- In I'oliiinii 





.'l J 



Rank 


Advertiser 


4th Quarter 
1955 


1st Quarter 
1956 


2nd Quarter 
1956 




3rd Quarter 
1956 




s\. 


(!Iorox Chemical 








$ 348,700 


.52. 


Piels Bros. 


407,900 


394,200 


353,800 


342,100 


.5.-{. 


RCA 


323,300 


344,000 


471,700 


341,700 


54. 


Reeclmiit Packing 


258,300 


262,700 


314,100 


332,800 


55. 


Block Drug 


879,900 


751,200 


613,100 


330,000 


.56. 


Slaiulard Oil of Ind. 


182,000 


230,200 


341,200 


325,500 


57. 


^\'rigley 


107,300 


107.300 


175,300 


323,700 


58. 


Carling Bre^^ ing 




261,000 


437,600 


323,300 


59. 


Dorinin 






130,800 


319,600 


60. 


Heinz . . 


304,000 


327,300 


344,100 


316,900 


61. 


Pliariiia-Craft 


230,800 






31 1,800 


62. 


Cariialion 


I83,500t 


258,800 


301,300 


298,100 


6.3. Lijjton _ _ 




212,888 




298,100 


61. 


Pacific Coast Borax 


265,500 


214,900 


295,500 


297,300 


65. 


\-<o(ialed Products 








294,500 


66. 


Henni- \\ atrJi 


324,300 


417,000 


401,800 


292,800 


67. 


National Dairy Prodiicls 


1 8 1,1 00 


200,500 


376,800 


282,600 


68. 


Kayco 


203,900 


106,000 


206,200 


276,800 


69. 


C.eneral Elertric 


182,500 


124,700 


459,300 


274,400 


70. 


Adell (^lieniiral . . 






1 18,500 


269,600 


71. 


Top \ aliic Enterprise? 




147,000 


266,200 


264,400 


72. 


Safeway 


343,700 


2 II, 300 


301,200 


259,400 


73. 


Rath Packing 




108,100 


200,600 


247,200 


74. 


M. J. B. 




II 6,500 


208,900 


244,400 


75. 


Dr. Pepper 






198,300 


241,900 


76. 


FalNtaff Brewing 


354,900 


377,900 


330,000 


236,100 


77. 


Tea Coiinril 


403,300 






234,600 


78. 


Kalst<inl'urina 


117, 180 


149,400 


165,500 


232,600 


79. 


Armstrong Kiihher 


220,000 






231,000 


80. 


0~car Mayer 




97,100 


106,100 


230,300 


81. 


Hawley & Doops 


253,700 


286,100 


248,500 


225,900 


82. 


Stnndaril Oil of Calif. 








213,700 


8.3. 


A & P 


286,800 


286,600 


233,800 


208,400 


81. 


Socony Mohil Oil 


320,500 


227,400 


400,400 


207,300 


85. 


J. A. Folger 


424,300 


531,300 


317,900 


206,400 


86. 


San Franciseo Brewing 


300,600 


155,500 


121,800 


201,000| 


87. 


.'~>ehlil/. Brewing 


122,200 


1 10,500 


168,400 


196,400 


88. 


Coetz Brewing 








192,400 


89. 


Salada Ti-a 


308,600 


355,900 


298,900 


191,800 


90. 


(]hiysler (!orp. 


558,100 


481,700 


414,600 


189,300 


91. 


D<-ilenian Brewing 


131,200 


122,300 


150,000 


182,100 1 


92. 


\iiiericaii Bakeries 


236,800 


190,500 


164,100 


181,500i 


9.3. 


Diinran (ioffee 




148,300 


194,500 


178,400^ 


91. 


Pharniaceiilieals, Inc. 


226,800 


267,500 


225,900 


177,300 


95. 


K. & J. Gallo W iM<-r> 


256,800 


388,400 


236,700 


176,000 


96. 


Hills Bros. ColTei- 


250,200 


403,500 


249,600 


174,100 


97. 


Scaly \latlress 


181,700 


218,700 


202,500 


173,900 


98. 


l.aiigendorf I iiiled Bkr. 


184,400 


145,500 


189,200 


173,400 


99. 


\\ m. B. Reily 


122,900 


120,000 


132,600 


170,600 


100. 


Paxtoii & C.allaglier 


142,700 


155,100 


179,200 


166,100 



rlj .1-1- tiDl .iinorik' Im:> tn r'trl*-! 
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I 

SPOT TELEVISION 



Rank Advertiser 


4fh Quarter 
1955 


1st Quarter 2nd Quarter 
1956 1956 


3rd Quarter 
1 956 


lUl. Dorclen 


$ 286,200 $ 573,600 $ 


CAC "inn <t 


1 O 0,/ UU 


102. ISalional Brewing 


191,800 


186,900 


1 73,000 


1 0**,tUU 


103. Liebniann Br<?\v{Tics 


229,400 


206,500 




1 AH Ann 


1U4. J liUlips 1 etroieiiin . 


193,600 


168,600 


1 0/,0UU 


1 0 7 , / U U 


105. Sinclair Refining -- 








1 ^7 onn 


106. Kroger 


143,500 


156,900 


1 o 1 mn 
1 y 1 , /UU 


1 ^7 7nn 

1 J / fi u u 


107. American 1 {>bacco 






1 ^ ^ L r\f\ 
1 ii.oUU 


1 ^7 7nn 

1 J / / / u u 


108. l-.ncky Lager I^rewing 


147,200 


202,200 


1 A 0 O AA 


1 ^A 7nn 

1 JOfi u u 


109. Emerson Drng 


122,700 


107,600 


I o oaa 


1 ^ ^ 7nn 

1 DD f i UU 


1 10, Sevcn-L J) 


399.600 


368.400 


1 75,300 


ICC z A n 


111. t oreniost Dairies 








1 R R Af\f\ 
1 0 0,4UU 


112. American Safely Razor 








1 Ann 


113. American Chicle 


247,400 


224,300 


I A 1 OAA 


1 ^0 Ann 


11 1. International Salt 




100,200 


1 OAA 


1 AR Ann 

1 ^OfOUU 


115. Jackson Brewing 


150,800 


153,000 


1 ,oUU 


1 d7 7nn 

1 *♦ / , / UU 


110. j^rtwry^, IjKi. . 


166,300 


(34,000 


1 T T C AA 


1 d7 9nn 

1 H / ,^UU 


117 l?irVifi^IiI Oil 
III. I\ICIlilt!^lUVyil 




135,200 


1 A O AAA 


1 dA dnn 


lift \\'il(Irf»nl 

llO. WIKIIUOl .. .. ., 


341,300 


341,300 


1 O A ^ AA 


1 dn 7 nn 

1 *»U, / UU 


iiy. i\egdi 1 UK iire\\ ing .. .. 






1 AZ. AAA 


1 "^o onn 
1 J y,y UU 


izw. ijieam oi wiH.ai 


172,700 


221,500 


1 62,600 


1 "^o 7nn 


1 1/ljkA4''ltA^t* A^k:/~h/^1'ltA«l fill 








1 "^A 700 

1 JO// WW 


199 nii;»l-*>r Oal-i 

IZZ. V^MlaKer Wdl5 . 






1 A T T AA 

1 4/,/UU 


1 "^A Ann 

1 J O/OwU 


i^ij. UOl 1 Utill - 


241,300 


349,400 


1 Ol 1 aa 


1 "^A nnn 


1 ^~r. J aK^ifU I\ U IJjJv ll I>It.*%t,Xj 


236,000 


143,100 


1 1 L OAA 


1 'kd nnn 

1 J O U U 


19"^ l-^ft V\ 1 f^m 'itiit rtf^ii*' 
i^<J. V^v^J, »> iCUClIlctll II IilCtt, 


137,800 


128,200 


1 L ^ i AA 

1 oi.oUU 


1 'id dnn 


19A HIiio Platp Pf^nrlc 
l^U. IJHK 1 Idle r uuus 




129,800 


1 C 0 7 An 


111 Ann 




II 7,200 


120,400 


I AT AA 
1 4 / ,ZUU 


111 ^nn 


1 vft I_p»tip»fqI I 1 fTH r 

l^O. V^CllCltll I .I^dl _ _ 


148,600 


II 0,1 00 


1 *) T ^ AA 
1 I /,4UU 


1 o 1 nnn 

1 J 1 /U UU 


1 90 ^laiiMMrd l^r*>\\.'iTifT 

l^^t hJldllUdlU lJlc>tllI^ ... - 






1 1 A 7AA 
1 1 O, / UU 


190 "^nn 

1 ^ 7 / J U U 


1^0 lltltll*»t" FP»\4,' I Tl IT 

lOU. VTliIIlIlcI IilCWIlI^ .. . 


133,800 


125,100 




1 OA Ann 

1 ZO/OU u 


I'll T KnOM 


199,100 


212,000 


1 04 flnn 

1 7*T,0UU 


1 9 A snn 


1"19 llftiii^f'lif^lfl rinnnpp inri> 


167,000 


135,100 


1 99 1 nn 

1 L£ , 1 UU 


1 9 A nnn 


iijKjt I-V iivi lit ~n v- I n \. 1 1 1 1 1 ^ - 




138,200 


1 9 1 P AA 

1 £ 1 ,ouu 


1 24,900 


1 ."^ I T n.r^fllnrv I'^/^nrl 






1 AH 9 AA 
1 UU,ZUU 


1 24,1 00 


135. CBS 


401,000 


1 15,600 


I A'i 1 AA 

1 43, 1 UU 


1 23,400 


136 \^'-ir(l IVikini' 


201,900 


162,200 


1 1. \ A Aa 
1 6 1 ,4UU 


1 22,700 


lO i t lalUll 1^I!M. 




355,500 


'it A AAA 
J/4,UUU 


199 dnn 


138. Jim Clinton Clothing . 




105,900 


I I n A AA 

1 1 U,4UU 


191 Ann 

1 Z 1 ,ouu 


1.'59. American .Stores 




97,600 


134,200 


19 1 Ann 

1 Z 1 ,ouu 


I IU. I\L*. Vyidl lXl)l>t I l?> 








19 1 Rnn 

1 Z 1 ,0 UU 


I II. Wal-recn 




126,100 


1 OA Z.AA 

1 zU.oUU 


120,700 


1 12. Conliiiciital Oil ^ 




124,500 


139,000 


120,700 


1 ■L't A mi o 1 1 r 


289.500 


340,500 


257,900 




l+l. F & M Schacfer ikcwing 


188,600 


213,500 


122, 100 


1 18,800 


1+5. W'hiiehali Pliarmacal 








118,300 


i6. Blalz Brewing 








1 1 5,300 


47. Lone Star Brew ing 






1 16,300 


1 15,100 


48. Atlantic Refining 








1 12,300 


49. Peter Hand Brewery 








1 1 1,700 


50. Avon Products 

i 


296,700 


174,000 


157.600 


1 10,500 


i 
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Rank 


Advertiser 


4th Quarter 
1955 


1 st Quarter 
1956 


2nd Quarter 
1956 


3rd Quarter 
1956 


151. 


Plough 









$ 109,300 


152. 


General Tire & Ruhhcr 






107,800 


107,000 


15:5. 


\^'. F. McLaughlin 


129,000 


179,100 


152,800 


106,800 


151. 


Sardean 


- 


135,300 


293,700 


106,600 


155. 


Frontier Foods 




— - ■ 




106,400 


1.56. 


I?ar(lahl Oil 


• - 






104,300 


157. 


Konzoni Macaroni 








104,200 


158. 


R. I^. Spriggs 








104,100 


1.59. 


Filscner Ikewing 








103,000 


160. 


Interstate I?akeries . 






— 


100,100 


161. 


Ilolsuni ISaking . 


127,000 


105,600 


1 17,000 


99,900 


162. 


I'ilKhury Mills 









99,900 


16,-?. 


Mrs. Bairds l?akcrie> 




- 




99,800 


161. 


Redco 








99,500 


165. 


I?ond Stores 


- 






98,900 


166. 


15. C. Remedy 


123,600 


171,600 


148,700 


97,200 


167. 


Beatrice Foods 








96,200 


168. 


liuitoni Product* 


133,800 


135,800 


123,800 


96,000 


169. 


Rexall Drug 










94,800 


170. 


Bristol-Myers 


252,300 


384,800 


175,300 


94,600 


171. 


Greyhound 


155,100 


11 5,600 


287,800 


93,500 


172. 


Keehlcr I?i>cuit 






105,700 


93,200 


ITH. 


International C(dlu(Otton 




184,100 


372,900 


93,200 


174. 


G. II. P. Cigar 




- 





92,000 


175. 


Sunshine Biscuit _ 


315,900 


203.100 


212,800 


91,300 


176. 


Hreyer Ice Cream 








91,300 


177. 


Pittsburgh Brewing 








90,200 


178 




192,300 




1 16,200 


89,500 


179. 


Pan-Am Southern Corp. 







— - - 


87,500 


180. 


SIcuderella Int'l 




- - ■ 


200,400 


87,400 


181. 


(iood Humor . 








86,800 


182. 


(.ities Service 








86,700 


18;5. 


Heacon 








86,000 


184. 


Stroll Brewing 


130,500 


100,300 


101,800 


85,100 


185. 


Nationwide Insurance 








84,800 


186. 


Fastnian Kodak 








84,500 


187. 


International Shoe . 








84,200 


188. 


Minute Maid 


466,700 


839,000 




83,900 


189. 


Standard Oil of Ohio 


182,600 


199,900 


1 10,900 


82,200 


190. 


Frito 




101,700 


104,700 


82,100 


191. 


\nicrican Rrowery . 








81,600 


192. 


Camphell Soup 


763,100 


495,600 


380,500 


81,200 


193. 


fdiarles Pfizcr 








80,600 


194. 


C. Schmidt & Sons 








78,700 


195. 


Pearl Brewing 








78,300 


196. 


\\ iNon & Co. _ 








77,700 


197. 


West End Brewing 








77,500 


198. 


I . S. Tobacco 


224,300 


306,700 


140,600 


77,100 


199. 


Favey Groceries 
Anderson Clayton 








74,800 
74,700 


200. 









3'. 



SPOT TV DOLLAR FIGURES coniimicd 



\iii()iifr iItc Tiiteresliiig 1>\ -produfl,- of T\ B\s spot tele\ ision report arc tlie three 
>lu)\\ii l)elo\\. The toj) 10 agcMicies fvoin fourth (|iiarler 1955 throu<;h the current 
third (juarter I95() figures have >lTo\\n little variation: Ted Rates, for exam|)le. 
is c()nsisteiitl\ number oTie. LeuTien & Newell is a newcomer to the to|) 10 for 
the third quarter, mainh due to an increase in spending hy its client Armstrong 
Huliher ('o. One of most iiTiportant hreakdow tis j)ro\ ided hy l ^'B is chart 
I hottom of jnigel which shows how money is s|)ht up between day and night 
and h\ t\|)e of buy I announccTnent, 1.1).. etc.). T\'R figures are on\) source for 
this t\|)e of data. Last chart (lower right I shows growth iiT iTumber of third 
(juarter sj)ot t\ ad\ ertisers based on \. C. Rorahaugh records since 1949. 





TOP TEN 


AGENCIES IN SPOT TELEVISION 


BILLINGS 




4fh Quarter 1955 


Isf Quarter 1956 




2nd Quarter 1956 


1 


3rd Quarter 1956 


1 


Ted Bates 


1 Ted Bates 


1 


Ted Bates 


1 


Ted Bates 


2 


Leo Burnett 


2 Leo Burnett 


2 


M cCan n-Erickson 


' 2 


McCann-Erickson 


3 


M (Can n-Erick son 


3 McCann-Erickson 


3 


Young & Rnhicam 


3 


Leo Burnett 


4 


BBDO 


4 D-E-S. Inc. 


4 


Leo Burnett 


4 


Young & Rubica/n 


5 


D-rS. Inc. 


5 Benton Bowles 


5 


Benton & Bowles 


5 


Benton & Bowles 


6 


Benton ct" Boicles 


6 } onng & Riihicam 


6 


BBDO 


6 


BBDO 


7 


] onng \fL- Riibicani 


7 BBDO 


7 


l)-E-S, Inc. 


7 


D-E-S. Inc. 


8 


Corn pt on Advertising 


8 Compton Advertising 


8 


Compton Advertising 


8 


./. Walter Thompson 


9 


}. 11 niter Thompson 


9 William Esty 


9 


J. W^ alter Thompson 


9 


Lennen t^" A'eivell 


10 


(Cunningham If alsh 


10 Cunningham K: Walsh 


10 


William Esty 


10 


William Esty 



How spending breaks down 

Day $25,733,000 30.7% 

Xiglit 49,360,000 58.9 
Late \iphl 8,770,000 10.4 



Aiiiioimccmciil 

I'a rl icipalioiis 
Show ~ 
I'olal 



$83,863,000 



$37,122,000 

10,150,000 

17,963,000 
18,628,000 

$83,863,000 



100% 



44.3% 
12.1 
21.4 
22.2 

100% 



Slight dip in 
number of clients 



3rd Quarter 


Number Advertisers 


1949 


337 


1950 


;;oi 


1951 


1.199 


1952 


1.1 14 


1953 


1.772 


1954 


2.012 


1955 


2,.552 


1956 


2,536 


.SI'ONSOU • 
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(.'onsullali'ons tvilh Radio Advertising 
liuri-au preceded I . S. SleeFs spot 
radio campaign to indnce retail tie- 
ins via Operation Snowjlalw. Left 
to right, George ('.. Shenlc, I .S. Steel: 
Charles I'. Murphy, /iliDO; Douglas 
Yates, liBDO, John Ilardestv, RAH 




WHY 'SNOWFLAKE' ADDED RADIO 

U.S. Steel wants to hiiild retailer tie-ins on s])ot radio eore 



Station buying problems connected 
uith C.S. Steel's Operation Snow/lake 
are discussed by Steel's agency, ItHDO, 
and station men. Left to right. 
Murphy and Yates oj HBDO, Martin 
Jfeck, Katz Agency rep, John Kelly, 
general manager, W'JJT', Cleveland 




u riitcfl Slates Steel is expl()itin<r spot 
radio's potential for retail tie-ins by 
adding the medium to its Operation 
Snowflake promotion in 1956. 

This marks radio's debut in the ])ro- 
motion, w hich is a three-pronged media 
affair this year endjracing am. tv and 
newspapers. 

Steel's agency. BBDO, has chosen 
the powerhouse approach for radio. 
The agenc) has scheduled a two-week 
drive from 26 November through 7 
Decend)er on 54 stations in -lo markets. 
Most of the stations w ill be 50 kw. out- 
lets and their combined signal covercige 
is estimated at 85^? of U.S. homes. 

This is Steel's third )ear for Opera- 
tion Snowflake. which is an annual 
Christmas consumer promotion and b\ 
now considered highly successful. The 
stylized snowflake motif and the slogan 
that goes with it — "Make it a White 
Christmas, give her a major appliance" 



ha\e made a sizeable impression in 
the a])pliance business. Appliance sales 
during Decend)er 1955 were $82 mil- 
lion o\er the corresponding month in 
1954 and Operation Snowflake is given 
at least part credit for this showing. 

Network tv started off in 1954 carry- 
ing the brunt of the promotion via the 
U.S. Steel //our. Last year the na- 
tion's biggest steel firm and the third 
largest enterprise in the I .S. (seeking 
to increase the consumption of steel in 
the home by pushing appliance sales) 
added newspaDcrs to beef up the pro- 
motion 1)\ inducing more retailers to 
tie in. This tie-in effort is now being 
intensified with radio. 

As an aid to stations seeking tie-in 
business, Steel has sent out kits to out- 
lets on its schedule and has also offered 
them to aii\ station which re(|uests one. 
So far. about 1,100 stations have re- 
quested the kit. a striking testimonial 



to the power of the ad dri\e. 

The kits include ( 1 I material for the 
use of station salesmen which describe 
what steel is doing with Operation 
Snowflake and provide ideas for sales- 
men, (2) recordings of the Snowflake 
musical signature {a version of the 
theme used on the U.S. Steel //our), 
(8 1 50-second copy on each of the 
nine major appliances plugged in the 
promotion I dishwashers, refrigerators, 
ranges, freezers, washers. dr\ers. iron- 
ers. water heaters and cabinet sinks ) 
and (4l scripts of Steel's commercials. 

The agenc) bought an a\erage of 
about 10 announcements per station, 
or a total of more than 2.000 for the 
campaign. Since the theme of the pro- 
motion is angled toward the male, 
carl} morning niid late afternoon time, 
during which driving to and from 
work is at its height, was sought hv 
the agenc) timehuver. ^ 



I 

1 

I' 
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On traffic boards, surli a> lhi> one at ^.^C. lelmision nclworks lacklc conijiliealed joh of filling in conipolilivc ;-])on>ors 



IS ADJACENCY PROTECTION 



Altcriiale sponsorships along with increasing prodnct 



(livrrsification indicate the need to reexamine adjacency rnh*s 



I lie calm of llic yoniifr lady in llie 
picliiio alxivc lit'lie? tlie conijilexily of 
llu; ])r(il)lciii willi wliicli j-lie is wicsl- 
linj;: liow to fit ccDnipcting advcrlisers 
inlo lclc\ ision's crowded nifilittinic 
lincuj). li s alwajs hccn a' ground rule 
of air advcrlising lliat conijiclilori* arc 
kc])l sc])aral(' from each oilier in an\ 
|)r()graining or s])ol seliedule. Rut 
wlial do \(Mi do wlicii llio simj)l(> on(V 
>|)OMsor ])atlern of radio gives way to 
leie\i>ion's midli - spoMsoi pallern? 

\nd wlial do \ ou do when eom])anies 
wliirli were on( in\<d\ed in one hasie 
|in'-ine--s siiddenU end)raee do/ens of 
|irodiiel l\]ies llirongli ]jr()(lnel disersi- 
firalion and merger".'' 

\djareii( \ |M'oleelion i- one of llie 
lng;.'es| problem- we face loda\," sa\s 
V dliion Ihland. \ ire president in 



eliargc of network sales for CHS TV. 

"?>»1}C is looking at this thing close- 
ly," sa)s Koherl McFad\cn. manager 
of the sales and merchandising ])lan at 
I hat nelwork. ''WVrc going to have to 
])ul more realistic jiolicics inlo cfTecl. 
W e've aelnally lost sales through com- 
pclili\c silual ions."' 

"Look, wc vc got clients here/' says 
an ad agenc) c\ccnti\e, "'who ])riz(> 
this product j)rolcction so highh. Wc 
got to talk off the record. Hut per- 
sonally I think it s a lot of nonsense. 
If I were a eliciil, I'd welcome the o])- 
portnnit) of heiiig adjaciMit lo a com- 
])clitor. Snperina rkets o])cn up across 
the street from (Mch other. jcwclr\ 
st(3rcs stand side-hy-side and h\- their 
\('r\ proximity, h(d]) c;ich other lo 
greater sales heeause they altraet jico- 



ple inl(D ihc specific area of purchase." 

"Sure, adjaccnc) prelection can be 
a problem," said Chick Abry, national 
Iv .sales manager for AHC, "but I don l 
ihiiik an\thing"ll be done about it." 

"Too many eom])anies arc in widely 
(li\ersified lines today," sa\ s a top ad- 
vertising strategist with just such a 
major sponsor coin])any, "and if wc re 
going to be realistic, then those ])ro- 
Icctivc adjacencies will have to go." 

jVdjaeeuc) protection (it answers to 
several names: ])r()(lncl jnotcclion. 
jDrotective adjacencies, exclusively ) is 
both a bu>cr"s and a seller's ])robleni. 
On ihe seller's side, the television nct- 
w(nks are the hardest hit. bul ihe sta- 
tions feel it too. Among ihe buyers, 
the smaller clients ina\ .suffer most, but 
ibis doesn't mean thai some giants go 
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uiiscathrd. Ironically cnoiijih. hotli 
buyers and sellers collaborated in 
building tins situation in the first 
place. 

It began witb the thought that tuo 
coinpetitixe products or advertisements 
for such would tend to cancel each 
other out if placed side-by-side. The 
belief quickly became a tradition with 
the result that in print media, maga- 
zine and newspaper niakc-up men took 
pains not to position competitors" ads 
back-to-back or face-to-face, llowexer. 
it was always on a "try to" rather than 
a '"nmst" basis. According to both the 
Magazine Advertising Bureau and 
American Newspaper Publishers Asso- 
ciation, the practice is not "manda- 
tory*' or ''written into contracts." 

Outdoor advertising also tried to 
avoid competitive situations, but its cli- 
ents have bad to be tolerant. All the 
billboards along a strip of highway are 
not always controlled by the same 
company, so there can be no guarantee 
of exclusivity. 

It remained for air media, selling 
the most limited commodity of all — 
hours in a day — to guarantee it in 
writinji. In the earlv davs of radio, 
advertisers asked for, and stations 
agreed to a policy prohibiting the 
scheduling of competitive sponsors 
back-to-back or permitting an an- 
nouncement immediately after a ]iro- 
gram advertising a competing prod- 
uct. The protective tinie-bulTers be- 
tween ri\al sponsors became set at 
half-hour blocks in the evening and 15- 
niinute separations in da) time. 

The code uas carried over to tele- 
\ isiou for the simple reason that it had 



ARTICLE IN BRIEF 

Research shows importance of adja- 
cency protection may be over-rated. 
There is little, if any, adverse effect 
on commercials when competing brands 
are advertised on adjacent shows. 
Broadcasters and even some advertisers 
are hoping the policy will be softened 

ne\ er o\ er - complicated radio. T\ 
nets, stations and sponsors uent on 
drawing up the same kind of contract 
despite the fact that it involved a 
brand new medium in a changing 
world of busines>. the new medi- 
um demonstrated its sjjectacular ahil- 
it\ to sell, the demand for its time 
has grown to a point where sponsors 
stand in line. \t the same time, its 
selling abilit) is predicated on top 
programing, and this has proved to be 
far more costly than radio e\er was. 
Consequenth , few advertisers can af- 
ford to bu\ as much time as they 
would like to ha\e. The workable 
solution has been alternate sponsor- 
ships and participating shows, where- 
by more advertisers can get aboard for 
shorter rides. 

Last year, for e.\anq)le, NBC TV 
exeiiing hours were occupied by 45 
advertisers. This >ear, there are 65 in 
the same time period. 

The changing business scene that 
further conqilicates the scheduling, is 
renected in the trend toward conq)an\ 
mergers, bu\-out-, and di\ ersification 
of j)roduct lines. 

When the protective polie\ was set 
up for radio, soap conq)anies niaim- 
factured soaps and food companies 



geueralU -tuck to foods, and nuot of 
the programing was on a full -pon-^or- 
-hip basis or. in the case of daxtimc 
radio, fix e-da\ -a-ueek strips uith no 
co-sponsor.-. TodaXjUiain major com- 
panies have broadened their product 
Hues. P&C for c.\anq)le. now manu- 
factures not only soaps and detergents, 
but toothpa-ti's ( Glcem and Clre.-tl. 
beauty aids (I'in-lt, Lilt. Party Curl I 
and ha- c\en branched into foocL 
(Crisco and Fluffo shortenings. Dun- 
can Ilincs cake mix. JilT and Big Top 
peanut butters) and into paper I the\ 
recentl) ac(|uired the Charmin Co.). 
The\ are not unicpie. Lever Brothers 
and Colgate-Palmolix e ha\e each oxer- 
flowed the area of soap production 
into such fields as process cheeses, 
dentifrices, deodorants and beautx 
aids. Meanwhile major food com- 
panies ba\'e mo\ed on from breakfast 
cereals and cake mixes into electrical 
appliances and conxcnience foods. It 
goes without sa\ iiig that as new op- 
portunities in still other product lines 
arise, these comj)anics might consider 
taking them on. 

To protect all the tentacles of such 
octnpi against conq)etiiig tentacles in 
the matter of tv adjacencies is a be- 
wildering job. Blanket protection for 
one conq)etiiig sponsor compaiu 
against another is no longer feasible, 
and, as a matter of fact, the networks 
ha\e been modif\ing protection to 
co\ er conqjctitive products onl\ . 

Toda\. in securing an adjacenc), a 
product is judged to be conq^etitixc 
according to its definitixe use. l"or 
example, tuo competitive auto tire- or 
toilet soap.- would nol run back-to- 



RESEARCHERS ANSWER THREE ADJACENCY QUESTIONS 

QI)«) rival c«»iiiiii«'r«'i:ils t*iif- I.x tlier*' any iHlviinlag*' in Is prodiiel «v\«'Iiisiv ily ium'- 

■ fer if oil :Hlja«'eiit shows? " Iti'ing next to eoiiip«'titor? " «'!*^iii-y within a i)r(»gramV 



A. 



"Even granting -aiiic vicwerswalcli 
two sncccssive -hows, there ap- 
pears to be lilllc (leleclahle ad- 
verse effect if competing brands 
advertise on tliesc shows," says 
Horac(^ Schwerin, of ^^chwerin Re- 
search Corp. "The \ii'«er tends to 
approach each program as an in- 
(k'pendent entity." 



A. 



"Moth "pon-ors coidd benefit from 
a more acti\e viewer response pat- 
tern." says Albert Shepard. exec, 
v.p. in charge -if tv tc-ting at In- 
stitute For Moti\ational Ke-carch. 
Similarity of product* can attract 
a viewer into a bnying frame of 
mind jn-t a- t'\\i\\ -lore- in -ame 
area create a -hopping center. 



A. 



lioth Schwcrin and >hepar(l agree 
it is ncce-sar\. Factor here i- a — 
socialion nf prodnc 1 with the -how 
or star [x rsonaUty. >( hwerin lind- 
the stronger conuiiercial hises -onie 
effectiveness when rival is viewed 
near it in same show. The weaker 
conunercial's effecli\<'ness i- total- 
ly obliterated bv the stronger. 
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liack. Bui a toilel soap of one eom- 
pyin niijrhl com t'i\ ably appear next to 
tlie hair shampoo of a ri\al company. 
In working out thc^e arrangements, 
all liie nelworks agree that llio>e major 
sponxtrs sndi a> P&C wlio ha\ e gone 
into ersified product lines are show- 
ing a deep niulerstanch'ng and s)m- 
palln for ihe broadca^tcr>" problems. 

l?ut no matter how nuieh study goes 
inio tlie classification of the products 
b\ ii!-e and into the scheduling of com- 
mercials, sometimes these giant spon- 
sors can't help humping into eaeh 
other. Man\ of them buy night-day 
packages for diseonnt and in one or 
the other limes of da} are almost cer- 
tain lo collide with one of their com- 
petitors who have done the same. 
When such situations arise, who gets 
fitted where? As for alternating and 
imiltiple sponsorship shows — not to 
meiilion spot telc\'ision on a net s afhli- 
ale~ no amount of juggling can keep 
e\ ('r\bod\ liapp\ . '"For com]ilete sell- 
ing freedom." sa\s \BC-'s AlcFad)cn. 
'"the ideal operation would intdude no 
guaranteed proteclion. " 

Toda\. radio is not immune either 
to scheduling complications eaiised hy 
adjacenc\ protection. Idie trouble oc- 
cur> laigcK in spot >aliiralioii cam- 
paigns and niosll) in the eurreiitly 
popiikii prime hours of 6:30 to 9:30 
a.m. and 1:00 to 6:30 p.m. Ixight now. 
it is the >e.asoiuil satiiralions for such 
|)roduct> as new ear models and cold 
remedies ibat are setting up station 
problems. \l such times, adxertisi^rs 
lia\e been known to wai\e protection 
jiisl to gel on the air. 

'"If limel)ii\ ei in maii\ ca>es. were 
gi\eii more freedom to scdect times.' 
saxs Jim r.slileiiuin. caslern radi(j sales 
manager for Fdward l*etr\ Co.. "it 



would ease the adjaeeney problem and 
at the >ame time result in good huys 
for their clients.'' 

Just how necessar) i-s adjacency pro- 
lection? What do the researchers ha\e 
lo say about it? 

Schwerin Research Corporation's 
president. Horace Schwerin. sums up 
les>oiis learned in a number of tests on 
commercials this wa\ : "Kven granting 
that the same a iewers watch tw o suo 
cessi\c shows, there appears to be lit- 
tle detectable adverse effect if coinpct- 
ing brands arc ad\ertised on shows 
which follow one aiiotbcr. . . . The 
\'iew cr tends ps\ cliologically to ap- 
proaclr each program as an iiidc])en- 
dciit enlity. It is ii ithin a gi\ en ]jro- 
gram, and probably in the station- 
break time around it. that the big 
problems arise.' 

I Station-breaks can set up a prob- 
lem. They arc often straight-through 
bins, carefully set up for say a 13- 
week period so as not to conflict with 
sponsors on cither side. 1 hen suppose 
in the middle of the c\ cle. the sponsor 
of the show ahead takes on an aller- 
iiate sponsor whose ])rodnct is com- 
petitive to the client who has the break. 
Perhaps the latter ina\ nio\'c out al 
that lime when his ri\al is the major 
co-sponsor, but what of the alternate 
shows Avhcii his rival becomes the 
minor sponsor? Commercials of alter- 
nate minor sponsors in\ariahl\ fall 
near the end of the show so they 
meet again. In such situations, man)' 
aflilialcs throw up their hands and ju>t 
let them compete. I 

Schwerin ha> also run into maiiy 
cases where products li\e more coni- 
fortabl) with certain conipaiiioiis than 
willi others. For exaiii]il(\ tlie\ found 
"commercials for a caiid\ were al- 



most 50*^ more effective among 
youngsters when sharing a program 
with a food product than when shar- 
ing it with children's clothing.'" 

Schw erin. how e\ er, docs not ad\ ise 
non-exclusi\ iiy w ithiii participating 
programs, 'fwo ri\ al drug products 
were first tested, separately, then put 
into the same half-hour program. In 
the first (exclusive) situation. Brand 
A rated 14 and Brand B rated 11 ac- 
cording to Schwerin's Competiti\e 
Preference measure (defines a coin- 
mcrcial s abilitv to get additional a icw- 
ers to hu) brand). The non-exclusive 
tests showed: when commercial for 
Prand A ran first, it scored an 11 
against Brand B's 0. Then, still non- 
exchisiAc, the commercials were 
switched. Brand 15 was run off first. 
It scored 5 while Brand A fell to 
minus 1. 

Vhc conclusions from this arc: (1) 
the strijiiger commercial loses some 
effect i^'cness Avhcii the rival is v iewed 
near it: (2) It suffers more ^vbeii seen 
after the Aveaker eomnicrcial: (3 I the 
w eaker commercial's cfTccti\ ciicss is 
totally obliterated by that of the 
stronger. 

At ihc Instil lite For Mol i\ ational 
Uesearch al Crolon-on-Hndson. N. Y., 
Albert Shepard. cxccuti\c \.\). in 
charge of t\ te>tiiig and consulting 
ser\ iccb^. is cnleriiig into a full-scale 
study of tclc\isioii advertising and 
what makes viewers react. His pilot 
studies show that within a ]irograin, 
exclusivit) must he maintained, large- 
1\ because of ]iroduct idcnlit\ with 
the star. 

But once outside the area of ])artici- 
palioiis, adjacenCN protections liaxe 
little 01 nothing in their favor. Shep- 
ard has found cases where rival prod- 



TOP BILLING for Michigan s TOP TV buy! 





Nat'l Reps. 

SPARTON BROADCASTING CO., Cadillac, Mich. weed tv 
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THE Voice OF ALABAMA 
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Ailrerliscnieiit 



Pioneering Onter Space (]an Wail! 

ISy John Pepper and ISerl Ferguson 




Let's pioneer Outer Space, later! At 
tlie inomeiit. let's wlioosli to the South 
— w ith an incipient sale? tlirust, pow er- 
ful as the impact of a rocket take-off. 
Destination: WDIA. Memphis, where 
a market bonanza is waiting explora- 
tion — a Negro market that is Tangible. 
Tenable. Timely. 

Taii^'ihlo 

The Memphis Xegro market is tangi- 
ble. This sales area has one of the na- 
tion's highest percentages of colored 
population, one of the heaviest con- 
centrations of Negro income. One-tenth 
of all the Negroes of the United States 
live in Memphis. Approximately 43^c 
of Memphis residents are colored — 
with a jjer cajiita income of S2o.79 for 
every SlOO of white income, wliile that 
of Chicago is $7.89; and New York, 
onl) $6.59. 

This high income ratio of Negroes 
in the Memphis area means direct ac- 
tion at the super-market, the drug 
store, the retail soft goods depart- 
ments. Memphis Negroes spend 
of that high bracket income on com- 
modities — influenced by WDIA, Ne- 
groes, for example, buy a staggering 
80% of all the rice sold in Memphis; 
purchase more than 64''? of all four; 
up to 64^^? of the blankets and hosiery : 
about To'^i of the chest rubs. laxati\es, 
and deodorants. In addition, Memphis 
Xegroes are major cnstomers of local 
furniture and appliance dealers, as wcW 
as clients of life insurance agents. The 
Memphis Xegro market is a tangible, 
concrete market with snbstantial sol- 
\ cncy. 

T«Mi:ililo 

The market is. also, tenable . . . for it 
is a tangible expression of a powerful, 
intangible ps\ chological drive. e\ olving 
from the new Negro slatus-cjiio. \ he 
steady spending is a manifestation of 
racial pride, resulting from social rec- 
ognition and economic stabilitN ... a 



new sense of responsibilitx in the com- 
nmnit\ and a desire to elevate stand- 
ards of living. 

WDIA protects the tenable position 
of this Negro market, fortifjing its 
50, 000 watt coxerage with customized 
programming. As industrv developed 
in the South, \\ DIA took cognizance 
of the economic trend and potential 
pavroll of 1.237.686 Negroes. WDIA 
began an exliausti\e market research 
in this area . . . determined the con- 
sumer needs of Memphis Xegroes . . . 
and disco\ered the onl\ wa\ to reach 
them. A check on newspaper-periodical 
readership revealed a percentage so 
low, advertising bv printed media was 
ineffective. T\' ownership proNcd to 
be low. too its penetration almost 
negligible. Radio lislenership, then, was 
the medium, throuab which to con- 
tact the vast Negro market of Mem- 
phis. \\ DIA became Memphis" first — 
and onl) — 50,000 watt station. And 
WDIA was the first to recognize, re- 
spect, cater to the Memphis Xegro 
market. WDIA con\crted to program- 
ming exclusiveh' for Negroes . . . ga\ e 
them their own stars . . . geared all 
acti\ ities to their interests. \s a coji- 
sequence, WDIA dominates the Mem- 
phis Xegro market- directs the spend- 
ing of an annual quarter of a billion 
dollar payroll! 

IIow 1,237.686 Xegroes react to Nat 
Williams, on his, ''Ian Town Coffee 
Club"— Willa Monroe. WDIA Home- 
makers — or Ford Nelson, with his, 
'"Hallelujah Jubilee" — is sensational. 
These and other WDI A stars appeal to 
the Xegroes in their audience with 
\ oices. nmsic. cop\ . which [Uc'^c 
earth\, emotional people understand. 
They respond with loyahx, and support 
the products their stars recommend. 
I hese jjcrformers \irtuall\ control the 
bn\ing habits of one-tenth of the 
( olored population of the Lnited States. 
Thev induce WDI V listeners to lui\ a 
(juarter of a billion dollars worth of 
merchandise, a \car, in sijccific brands, 
siicli as: 

I'olfU'r Cttfft't' . . jXvrUl . . 
IjSso . . ftir«*/«iii«/ Iticr . . Sal 
llt'imtica . . Onwffa F/oiir . , 
lfii«/ir«'i.v«*r . . For*/. 

These popular Xegro personalities. 

with specialized progrannning. sell 

products as no generalized. con\en- 

tional type. ad\ertising could e\er do. 



I'ut them to work on \onr brands! 
Thev have increased \\'DlA"s gross 
dollar \ olume 600'"^ . They can in- 
crease yonr sales volume w ith equally 
astonishing figures! 

Tiiiu'l>" 

\ow is the time to explore the feasi- 
bilit\ of a ])romotional program for 
\()nr i)roducts. 'I"he Industrial Revolu- 
tion of the South has placed a quarter 
of a billion dollars in the pockets of 
Memphis Xegroes. and has created a 
fantastic. "Golden .Market.'" Moreover, 
this $250 million dollar market is still 
in the process of de\ clopmcnt ... it is 
)et growing, widening its scope, ex- 
panding its i^otentials, opening up un- 
explored opportunities. Secure priority 
ad\'antages to sell ajul establish \onr 
brand, among these bigb-braeket wage- 
earners. Authorize W DhV to plan a 
customized program for )our product 
... to arrange^ a formal, which is 
tailor-made to suit the racial taste and 
temperament of Southern Xegroes . . . 
to select an all-star Xegro east to 
broadcast directly and d\namicallv to 
1,237,686) consumers. This "Golden 
Market" is a promisc^l land of ]irofits 
— more exciting, in its jjractical as- 
pects, than Outer Space . . . and \on 
can pioneer it. without risk. 

Con\incing statistics on the sales 
power of programs, serviced by W 1)1 A, 
make inxestnient of an ad\ertising 
campaign on this 50.000 watt station 
a sound financial \entnre. Without 
obligation. \\4)L\ w ill prepare for \ ou 
an indi\ idually-appointed brochure to 
graphicalh point out to you how 
WDIA can increase \ our ])rofits with 
rocket speed! Get cmt vour stationery 
— and. on your letterhead — write a re- 
(luest for a pros])ectiis. pertinent to 
\ t)ur own jiarticnlar business. \sk, too. 
for a documented bound ctq)\ of, "The 
Slorx of W 1)1 W 

WDIA is represented nationalK bv 
John IC. I'earson Conq^anx. 



/ JOllsfEl'PEn. President 

BERT FERCUSOS. General Manager 



HAROLD WALKER, Commercial Manager 
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Folks fall for 
"1st in Washington, D.C., 6 A.M. to 6 P.M., 7 days a weeli"-luly-Aiigiist Pulse 



REPRESENTED NATIONALLY BY JOHN BLAIR t COMPANT 





it^s WILS for 



BUSY 



SALES RESULTS 



LANSING 



Busy FactsiL 

strictly Irom Richard" with 
Dick French, 10:00 A. M to 2:00 P M 

S3.5% 

AUDIENCE SHARE* 

•Club 1320" with Dave froh, 
2:05 to 5,30 P. M. 

T5.3% 

AUDIENCE SHARE' 





music 



WILS 



WILS 



leads in 51 out ol 52 
quarter hours 

Represented Nationally by 
Venard Rintoul- McConnell, Inc. 




klmm 



f 

Hooper, Inc. 



ucts on separate sliows l)oth benefit 
ulien i)rograme(l rlo?c together. Tliey 
nctuall) caused a more acti\e res])onsc 
pattern from \ ie\\ors than when ^ep- 
arated hy several lionrs. 

"The similarity of the j)roclnct« can 
>et u]) a thought process in \"ie\\ers' 
minds." he exj)laiiis. "that may influ- 
ence the housewife to consider wax- 
ing the floors or the luishand to jiolisli- 
ing the car. "Satnrally the best adver- 
tisement wins. Something like Man- 
hattan dcpaitment stores — Macy's. 
Ginibels and Ohrbaehs all fiercely 
eompetiti\e yet all bunched together in 
one section. Hut the\ sure get the 
shoppeis down to 34th Street." 

These findings are based on early 
tests, bnt they are indicative. More 
data will be fortheoming fiom further 
tests, since the Institute has set up 
its new t\ testing jiroeedure on a 
continuing basis. 

If adjacenc) j)r()teetion can he 
shown to mean so little, then why isn't 
more being done abont it? Tradi- 
tion is a hard thing to scotch. One 
wa) ont might be for each net to try 
to sell on a broader base — that is, to 
hard goods, insnrance companies and 
ad\ertisers in some other lines than 
foods, soa])s and tobaccos. 

But the solution most probably will 
lie in the gradual limiting of exclu- 
si\ it) through coo])eration 1 ctween ad- 
xcrtiseis, agencies and broadcasters. 

\\ bile this evolution goes on, how- 
ex er. broadcasteis and ad\ertisers 
mnsl continue to ask themselves how 
mneh jirotection is necessar\ within a 
9()-niinntc featnic film: and what to 
do about jiigg\-baek commercials 
wherein two companies maimfacturing 
diverse though compatible lines I beer 
and jnctzcls. tea and biscuits I share 
a show onl\ to find that one of the 
compatibles conflicts with an adja- 
cenc) sponsor? 

\11 sneli sit nations add to the sched- 
uling complexities of both the networks 
and stations. With the nets, adjaccnc) 
protections can mean restrictions in 
bringing in new ad\eitisei"s as w(dl as 
an intricate comniuiiications ])roblciii 
in tij)j)ing off the affiliates so that the\ 
ma\ work out their ])roblems in re- 
gard to chain breaks and local 
annonncemeiits. 

\inoiig the stations, jirotection jioli- 
cics \ ar\. cspeeialb within the jiartici- 
patiiig programs. For examj)le. in the 
case of a fi\c-day show, the general 
])olic\ is to cxclnsivil) to the ad\er- 
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ti<er who buys three out of those five 
(la\s. Thus a shampoo sponsor who 
buys Mondays, \N'ednesdays and Fri- 
da\s in a five-day participating show- 
can expect to find no competitive 
shampoo commercials appearing witli- 
in the program on Tnesda\s or 
Thursdays. 

As has heen shown hy the re- 
searchers, this is important ivithin a 
single show wliere products tend to 
become identified with the personalities 
or the theme of the vehicle. Hut man\ 
advertisers continue to feel that it also 
is important that their commercials 
never appear close to a competitor's. 

'■\Ve consider adjacency protection 
an excellent system." sa\s the head of 
one ad agenc) . "We believe that when 
two competitive products are adver- 
tised baek-to-back, it must neutralize 
their efTectiveness." 

This same adman admits that they 
try to keep as close a watch as possible 
to make sure they get this protection. 
In national spot, this isn't easy. They 
learn from the stations when their 
announcements were run, hut they 
don't get the station logs to check. 
About the only time they learn of a 
competitor running hack-to-hack is if 
another station in a market monitors 
its rival and. in a bid for business, 
reports it to the agency. But this 
happens as rarely as does a lapse in 
the carefully adhered to adjacency 
protection policy. As long as adver- 
tisers ask for this protection, the sta- 
tions continue to cooperate, and will 
continue to separate competitive com- 
mercials even if it were not demanded. 

Modification of the policy certainly 
won't mean that either nets or stations 
would take advantage of it. They will 
still go on doing their best to work 
out such problems as this one: 

\N hat to do about a competitive situa- 
tion developing when the advertiser of 
a full-sponsorship show chooses to use 
as a preminm the product of another 
manufacturer, and this product clashes 
with the station break sponsor? Yes. 
it's happened in spot. Post's Sugar 
Krinkles cereal once included in their 
boxes a premium of Reed's butter- 
scotch caiuK and advertised it to the 
point where it seemed they were sell- 
ing the premium instead of the prod- 
uct, at which point the adjacent spon- 
sor to their tv show in one market set 
up a howl that reached the fringe 
areas. He also happened to be selling 
cand\. ^ 




MADISON'S FIRST TV STATION 




PRIMARY^^bo^ AFFILIATE 

Serving over 100,000 non-duplicated ABC 
homes 

Call Headley-Reed TV for the comparative 
coverage story 

WKOW-TV 



MADISON , WIS. 






has more listeners than 
any other Baltimore station! 

//io/'s //ie mos/ important 

coverage yau can get, isn't it? 

Baltimore's Best Bu.y 

REPRESENTED BY JOHN BLAIR AND COMPANY 
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Do your commercials have more impact 
on the viewer when they like your program 




Robert P. Mountain, '•/'• director 

nidio-tv dept.. ) ouiiii it Riibicarn 
The |)rimar\ purpose of aii\ sponsor is 
lo pill L] sliou on tlic air wliicli ihe 
\ie\\er will like — and. against liiat fa- 
\orai)i(* i)a( k(irop. soil liis products. 

W iiiie liii'rc iui\ e heeii some in- 
stances w liere sliows lia\ e been w ell- 
liked. \ el \ ie\\ers or listeners just 




listeners just 
ilidnt gel 
I lie iiiessuij:;e 



didn l "jiet the uiessatrc." it is more 
often true llial show -liker.s are eoni- 
niercial listeners. // llie connuereials 
arc jiood and the j)r()du('t& are jiood. 

One ease that conies iinniediateK to 
nn'nd is Alfred Uitchcock Fresenls. 
Since the ratings arc; high, one can 
assume tlie show is liked, and that 
Hitchcock is liked, too. He gentl\ and 
sl\l\ reduces the tension generated hv 
the stor\ and ingeniousl)' turns o\ er 
the commercials to the \ieuers who, 
relaxing, listen and walch. If thai 
\\(?re not true, his fan mail and the 
sponsors would not he so liherall) 
sprinkled with fa\ orahle connnenls 
alxnil llie connnercials. 

Doesn't \our jndgmcnl alon(! tell 
\oii that if \on are relaxed and enjo)- 
ing a show \<)U like. \ ou re in a good 
mood to ahsorh a connncrclal mes- 
sage'.'' I idess. oln ioush. thai message 
Is -(( hlatanlh irrilaling thai it de- 
slro\s llic niood the show created. 

If a girl were hcing courted 1)\ two 
ii I'M one of whom she liked, the other 
to whom she was indifTerciil whose 
iiK -~,ige do \ou think sliced gel? 



Jerome Sachs, Timelmyer. Doyle Dane- 

liernbacb. Int ., A <■«.' ) orii 
I feel that the only logical answer to 
the (]ueslion given ahox e is lliat the 
listener or \'iewer who likes the pro- 
gram will ahsorjj the commercial 
message more than the indifferent 
mendier of the audience. 

After all, the primary purpose in 
selecting a program is that it he the 
right Acdiicle for tlie j)roduct. And 
consequent)), if it is the right \ehicle, 
it should put the desired audience in 
the proper frame of mind for the 
commerc'ial message. 

Of course, one can easily say that 
those who are indifferenl may long 
hefoie ha\e tuned out. Howe\er, man\ 
;*ur\cys indicate that this is not so: 
that hecause of a \ariet\ of factors. 




shot-g,un 

at llie iirealesi 

possible audience 



the "non-caplivated" listener or v iewer 
usually slays tuned in. 

Actually, the matter is a question 
of programing. And there are two 
major schools of tliouglit on tlie suli- 
ject: One is to shot-gun at the greatest 
possihle audience: the other is lo 
program selectively lo a segment of 
the popnlalion. 

The first school, to me, is thai in 
whi(h the all-family product has a 
stake. The second course might he 
exemplified 1)\ ihe strictly-male prod- 
iicl which sponsors an evening. Satur- 
day or Sunday sports show. 

In either case, the cliinale of the 
program will deleriniiie the (h^grce of 
audience leceptiveness to the given 



commercial. (The commercial itself, 
of course, should fit well into the 
scheme of the program. I 

For example, let's examine the wine 
sponsor who slots an announcement 
within a boxing program. It would 
seem that the viewer who is enjoying 
such a show will similarly enjoy the 
thought of relaxing in a manner that's 
associated with sporting events re- 
fieslimenl. lie's in the right frame of 
mind to aljsorh the commercial — lo 
iiant that relaxinsr glass of wine. 

Gerald Seskin, media buyer, AUen^er 

Advertising Agency, Brookline. Mass. 
1 would say so, especially where a 
commercial is related to the program 
and delivered by the star of the show. 
In that case, the alisorplion. it would 
seem to me. is dependeul mainly on the 
listeners enjoyment of the show. The 
listener enjoying the program is more 
willing lo accept the related live com- 
mercial delivered bv the star. 

Paradoxically, however, 1 also feel 
that when the listener's emotional rap- 
port reaches an exceptionally high 
point and the commercial comes on. 
the ahsorj)tion declines, because the 
listener is wailing impatientlv through 



lisleiicr nails 
iiiipalienlly 
for finale 




the commercial for the programs 
finale. 

The lislener who dislikes the show, 
on the other hand, lends lo reject the 
rcdalcd live coiiiinercial. A simple test 
can be made bv asking listeners lo de- 
scribe one or two of the disliked live 
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comiiieicials they have hoard retciitK'. 
A common answer would he the lecol- 
h'ctioii of one or two "disliked" com- 
mercials and a more \ i\ id recollection 
of 11 far greater immher of related 
commercials that were enjoyed. 

L^irelated commercials. I think, are 
a diflerent consideration, with the ah- 
sorption depending niaiid) on the ap- 
peal of the commercial to ihe listener 
rather than on the listener's enjox ment 
of the program. 

In summary. I think that the com- 
mercial ahsorptiou in related deliveries 
is maiidv de|)eudent on the listener's 
eujo\nient of the program: whereas 
the ahsorptiou of the unrelated mes- 
sage is inaiid) dependent on the appeal 
of the commercial itself. 



David A. Brown, t-/'-. Cm-nther, Drown, 
Heme, Calkin & Ifilhenhiiry, Inc., Cincinnati 
Not having seen any of the sur\e\s on 
this suhject. I wonder first why the in- 
different viewers or listener hasn't 
turned the dial or switched off eiitiie- 
1) . Then, sev eral important factors 
must he considered such as the treat- 
iiieiil of the coiniiiercial and the idea 




had proi^rains 
have sold 
merchamlise 



hack of it; the quality of production 
and the announcer; the manner of 
"sell " the announcer emplov s and the 
general effectiveness of the commercial 
it.-^elf. 

Certaiiil) all of us have seen ver\ ef- 
fective commercials on indiflerent pro- 
grams and it is Ileces^ary U) consider 
the dcsirabilitv of the product to the 
individual listener or viewer. In this 
same connection, main programs are 
''ponsored by makers of products used 
only h\ one sex or the other — and this 
should produce widel) varviug reac- 
tions to the commercial even though 
both the male and female audience 
could find the program equallv inter- 
esting. 

Actually, niy only positive feeling on 
this question is that it should he some- 
what easier to sell a receptive audi- 
ence than an iiidifTereiit one; hut 
again. I have seen had programs sell a 
great deal of iiierclinndise. ^ 



It's First 

So 

Oet "Ttie 




That's Right , . . FIRST! 

MORNING . . . AFTERNOON . . . NIGHT. 
WFBL local selling personalities hold the biggest audi- 
ence; have demonstrated real sales power; and serve the 
fastest growing market in the East. 
Look at the rating: 

HOOPER RADIO AUDIENCE INDEX 

SEPTEMBER-OCTOBER 1956 SYRACUSE, NEW YORK 



Mon. Thru Sat. 
8 a.m.-l2 noon 
Mon. Thru Sat. 
12 noon-6 p.m. 
Mon. Thru Sat. 
6 p.m.- 1 0:30 p.m. 



SHARE OF 


RADIO 


AUDIENCE 






WFBL 


B 


C 


D 


E 


29.2 


26.8 


15.7 


15.3 


12.1 


29.5 


22.2 


15.5 


24.4 


7.8 


29.8 


13.7 


19.4 


28.4 


6.1 




One of the Founders Corporation's Croup of 
Stations: Associated with KPOA and Inter-Island 
Network, Honolulu; WTCA, Flint, Mich.; and 
KTVR, Channel 2, Denver. 

Representatives: Peters, Griffin, Woodward, Inc. 



D 

D 




SPO.N?OR • 17 .NOVEMBER ]9r>() 



45 




ZIVS NEW STAR-SPANGLED RATING WINNER 



STARRING THE U. S. Ml 




Produced with the 
full cooperation of 
THE DEPARTMENT 
OF DEFENSE AND 
THE DEPARTMENT 





SPINE-TINGLINGI SURGING WITH 
EXCITEMENT, SENTIMENT and HEROISMI 

Nothing on tv can' compare! Week after week your 
viewers thrill to storlei ablaze with the adventures, 
loves, heartbreaks and triumphs of the U.S. Midshipmen. 



SEQUENCE AnER SEQUENC 
• FILMED AT ANNAPOLISI 

BIG AND LAVISH. ..with Hollywood stars and thousands 
of U.S. Midshipmen, Navy planes, ships and equipment 
..."Men of Annapolis" is a program people recommend. 



MOVING, THRU 

AND 



TALES 



ITURE 



I 



of 



ouis 



»6V 



... St00' 



AGO 



BO 



STON 



Mi 



O 



CLEVELAND 



OF ANNA 



URUor 



, KPRC-TV KLZ-TV 

I ^ HOUSTON DENVER 



,H 20 Sic CO^S^ M^RKlTS.. 



ALREADY JJ^5^/> Br: 

WSM-TV 

NASHVILLE 

KATV 

LITTLE ROCK 



IN 



SVRACVJ 





No Wonder 

It's A 
Best Seller! 



Agency profile 






n the City of 
Providence, 
there's a powerful TV 
station. It's a friendly sta- 
tion and everyone loves it. 
Viewers love it because it 
brings them the programs 
they want. Sponsors love 
it because it brings them 
the results they want. 



Get the whole impressive story from 
WEED Television or directly from 
WJAR-TV, Providence, R. I. 



NBC Basic ~ ABC Supplementary 



I 



I 
I 



J. David Danforth: the client's the bride 

•■\ever forjiet that the clienlV the hvide," Daxc Daiifortli. HBDO 
e\(^r(iti\(* \ in cliaigc of account *ei"\ ice. told sponsor. 

■"Tlio client and llic account e\ccuti\e ha\c to ics|jccl cacli other, 
thai s true. But have you >een good nlania<!:e^ ba^-ed on ies|)ect onK ? 
The) '\e gt)lla like each other. They Nc got to gel along. " 

It's part of Danforth s joh to arrange client-account c\ecnti\e mar- 
riages for an 3gcnc\ that hilled S165 million in 1955. In the \e\\ 
York, ofliee alone, where half the total hillinti is handled, some 287 
account su|)er\ isors. a es and a>si?tanl> re|)ovt to Danforth. 

"A man can he a danmed fine account exeeuti\e for one client 
and a flop on the next assignment ju^t hecan>e the client onl\ toler- 
ates him." 




"Our account siipcnisvrs have lo he niarlielinf: slrale^isis." 

But. he added, factors l)e\ ond |)ersonalit\ and liaison are decisive 
in an account executive's \ ahic. "Our account >-ni)crvisor.- have to 
he marketing strategists. The\ sit in on client sales meetings in an 
ad\isor\ cai)acit\ on pricing, distrilmtion and sales |)r()l)lems. 

Danforth went through these stages and tO(la\ considers himself 
a veteran. "Pnc heen at BBDO .30 \ears and I've been married for 
three decades. If that doesn't make \ on ex|)ert in something . . . 

Danforth likes to recall the beginnings of his advertising career. 
"I'd been louring l{!uro|)e with the Princeton ja/z band that snnnner. 
|tla)ing \iolin. W hen I came back. 1 started looking for a job. 
Since I was a nuisician. I llionghl I should be in radio. Management 
thought I >-honld be in the mailroom. Management won out. 

I)csi)ite a numificcnt S6()-a-nu)nth salar\, life wasn't too grim for 
Danforth in those (la\s. Of conr.-c. he did haul tho.sc mail bags to 
and from Grand Central, but when work was o\er he'd pick up his 
>ii()()-raccoon eoat (uift from his granchnothcr I , get on the train 
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CAPITAL SCENES 




CO 




la o 
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ile the Washington scene is not always so liquid, 

and rarely so convivial, it is never anything but busy. 
Everybody who's anybody, from anywhere in the world, winds 
up booner or later in Washington. And in this rich and busy 

market, astute advertisers year after year depend on the 
capital's busiest station 



Operatsd by Inc nai.i..oni • foil erOcio^a^i D,.., 
Represrnled by CBS Rauio S>pot Sales 










Mil ir 















iinrriir 




available... 




Participating Spots in 
a Schedule of Domi- 
nate Programs in Ok- 
lahoma's Biggest 
Market! 

mystery 
playhouse 

6 Nites a week 
at 10:30 p. m. . . . 

'Every Sunday 
MR. DISTRICT ATTORNEY 

Every Monday 

CITY DETECTIVE 

Every Tuesday 

RACKET SQUAD 

Every Wednesday 

SAN FRANCISCO BEAT 

Every Thursday 

HEADLINE 

Every Saturday 

CONFIDENTIAL FILE 

r\ Buy MYSTERY PLAYHOUSE 

r at Class B Rates . . . (Participating) 




OOOOOCIOOOCIOOOOOOOOUOOOOOUO 



Full length, top Warner Bros, 
features, 6 nights a week 
1 1 :00 p. m. 

V^,^ ^ Buy THEATRE 8 of Class C 
Rates. ( Participotion ) 

Kcach the people wiiti the kind of 
cnicrtiiinmeni they like. Cover 
'I WC) of Oktahomii's major mar- 
kets at CJNli 1.0W Cost. 



>CiM rour Nearcsl AVtnr KNOOEL Represenla- 
live for CDmplele Informalion. 




MUSKOGEE TULSA 

TULSA BROADCASTING COMPANY 

Bo« 9697, TuUo, OHohomo 

MIKE SHAPIRO 
M,in.i(;ini;; Director 



I 



I 



Agency profile continued... 



and l)c( ()iiie "Dave Danforlh. advert ij.in<r t)roon'" for tlie fiirls-. Thai 
was in 192.J. 

'I'oda). over .'50 \('ar.s later, it's ol)vioiis tlial Dave Daiiforth ha« 
eiijo)f(l the intervening period. l)ut raeeoon coats liave turned into 
eonser\ative pin stripe .suit.s. the violin's heen replaced 1)\ an (dectric 
organ (Clnistnias gift from liis wife). 

"I'm a prett) dull fellow,'' Danforlli says of himself, prefer? lo 
talk about his two sons and two grantlchildren. A dapper dresser, 
Danfnrth manages to look im])eccahlc on the g(df course, though 
he takes ihc game seriously, shoots in the high 70's. Handsome, with 
gre\ ing hair, he has a sociahle, outgoing personality. 

"Contact. ' he sa)s. "1 hat's the account man's chief function. Of 
course, I like account executives lo think creatively, not just to l)e 
adnnnistralive. \\e'\e had a training program here for yonng ac- 
count men sinci^ 1916. W'e like lo get young men who'\e had a year 
or so of selling in the field for a major c(nnpan\. because, once 
the) "re here. lhe\ won't gel thai sort of experience. W e just mo\ e 
them right along, jtromoting from within, rather than looking out- 
side the shoj)." 

\\ ith some 45'^ < of the agenc) 's total hilling in air media. Danforth 
has seen an increase in the nundicr of radio-l\ account execuli\es 
needed lo scr\ ice i5HD() clients. " I hese men generalK come out of 
producers' offices or from the networks. At an) rate, tlie\ lend lo 
he scouted out 1)\ the t\' department, rather than growing up under 
our training program. Hut the trend is toward more of them coming 
right out of Br.DO." 

\\^)rking under an account group system, says Danforlh, means 
that the account e.xecutixe reall\ must understand the work of each 
of the agenc)' services in order to apj)l\ ihcm properl) and coordinate 
them well for his client. "Thai's why we let our trainees spend a 
nnmth or more in each dej)artmcnl, w riting copy. bu\ ing lime, learn- 
ing something about production." 

1 i'oiiiiiiiHsion .sysl<"in i;* t*lill Ix'st 

So important has tv become lo the agency, thai Danforlh is cur- 
rently reviewing a pamphlet and stud). Agency junction in tv ]>ro- 
^rarriirig, which will be available to clients and agency personnel. 

"I want the account executi\es to read it too. There's more to 
getting a tv time period than jnst finding and negotiating for it. 
Most of the to|) exeeuti\ es snper\ ise a considerable sum in client 
money and the procedure in overseeing their responsibility is far 
nn)rc costl) antl time consuming than many clients realize' 

Mecause of such hard-to-pin-down ser\ ices and the "idea-nature' 
of the agency business, Danforth feels that the 15'? connnission 
system is still the best system for agenc) rennmeration. 

"In the last anal) sis it would be tremendously cdsIIv for adver- 
tisers to pay totally in fees rather than on a billings connnission. 
because it's difficult to put a \ardstick on good sidling ideas.' 

A job of education and ])nblic relations, he feels, is also necessary 
aninng the colleges so that agencies will attract a higher caliber of 
\onng men. "I'm \ery concerned about tliis proi)lein. since agencies 
don't pa\ the wa\ over jobs do. Therefore Km acti\e in the d\s 
j)roject (h'Noted to rccrniting in colleges this )ear. 



a\ 



s he 



The 



are no gi('\ flannel suit and enduiss) kit t)pcs 



here." Then, he adds re[l('cti\ cK , "\la\be we all look alike in Grand 
(Central, bnt 1 U-c] that when we get to the office here, we think a 
little dee|)er." ^ 
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CALIFORNIA 
LOOK 



KRCA • 4 



It's motor coats like this 
California original cre- 
ated by Scully, tailored in 
leather to go with your 
sports car's upholstery. 



It's oil fields right in the 
heart of Metropolitan Los 
Angeles — source of more 
than 130,000,000 barrels 
of black gold every year. 



It's millions of lasting 
impressions, made on big- 
earning and big -spending 
Southern Californians by 
every advertiser who uses 



NBC LEADERSHIP STATION IN LOS ANGELES ... SOLD BY 



SPOT SALES 



/] weekly listing of changes 

in tlie advertising and broadcast fields 




AND RENEW 



BROADCAST INDUSTRY EXECUTIVES 



NAME 

Edward I. Adicr 
Fred Beck 
Chuck Bernard 
H. Stilwcll Brown 
Del Carty . 
lack de Mello 
Phil Dexheimer 
loseph P. Dowling 
Phil Dupuis 
Robert M. Fairbanks 

Gary Ferlisi 
|ohn Cordon 

Dick Lawrence . 

Ken Lomax 

George J. Lord 

Martin H. Percival 

Ward L. Quaal 

Merrill Rawson 

Walter P. Rozett 

Henry "Hank" Schaefer . 

Manning Slater 

Cen. Walter Bedell Smith . 
George B. Stadtmuller „ . 

Bern Stierman 

James R. Terrell 
Donald E. Udcy 
Pierre Wcis 
David K. Williams 



FORMER AFFILIATION 

Community Club Awds, west sis mgr 

KVEC-TV, San Luis Obispo, Cal 

KPO), Radio, Portland, Ore, program mc 
Laux Advtg Agency, Ithaca, NY, acct exec 
WWCP, Radio, Sanford, NC, gen mgr 
, KROW, Oakland, Cal, gen sis mgr 
KB:C, Catalina 

WrOP-TV, Washington, DC, sis prom dir 
P T & T, LA, administrative 

KNX Radio, Hollywood, CBS Pacif Rad Net, program prom. 
& merch mgr . . 

KiBW-TV, Salinas, Cal, studio sup 

Stockton, West, Burkhart, Inc, acct exec 
_Ziv World Sales & Prog Svc, nat sis mgr 
_KRNR Radio, Roseburg, Ore 

_WTCN Radio-TV, Minneapolis, Minn, acct exec 
_NBC Spot Sales, San Fran, Cal . 

_A'CN, Inc, vp & gen mgr . 

_'ub!icity & news San Fran & Chicago 
_CBS Radio, dir of acctg 

_XNXT-CBS, Hollywood, Pacif Tv Net. acct exec sis 
_A/ICC, Bridgeport, vp & comml mgr 
_RCA. board of directors 
_"<CBS Radio, San Fran. Cal, dir of acctg 
_"<CI) Radio, Shrcveport, La. programing . ... 
_\VKY-TV, Oklahoma City. Okia, nat sis staff 
_?ural Rad Net. Ithaca, NY, chief engineer 
_Ziv World Broadcasting System, gen mgr . 
.Weed Television Corp., sis staff 



NEW AFFILIATION 

CBS Tv Film sis, acct exec 
Same, also mgr and opcr sup KVEC-AM 
Same, production mgr 
Rural Rad Net, Ithaca, NY, net mgr 
WRAL-TV, Raleigh, NC, reg & local sis rep 
KHV Radio & KHV-TV, Honolulu, Hawaii, vp & gen mgr 
KFXM, San Bernardino, gen mgr 
WHCT, Hartford. Conn, sis prog mgr 
KPO) Radio, Portland, Ore, acct exec 
KNTX CBS Pacif Tv Net, asst sis prom mgr 

Same, operations director 
WCKY, Cinn, Ohio, local sis mgr 
Same, gen mgr 

KPOJ Radio, Portland, Ore, anncr 
Same, sis prom mgr 
..John E Pearson Co, gen mgr San Fran office 
Same, now also member bd of dir WPIX Inc 
KEX, Portland, Ore, gen mgr 
Same, dir of administrative operations 
Same, mgr oper & traffic 
Bridgeport Bcstg Co, trustee 
Same, now also NBC. member of the board 
CBS Radio, dir of acctg 

K-)OE, Radio, Shreveport, La, asst to the pres 

Same, ntl sis mgr 

Same, engineering mgr 

Economee TV, gen mgr 

WCN-TV, Chicago, III., nat sis dept 



ADVERTISING AGENCY PERSONNEL CHANGES 



NAME 

Leonard Bridges 
john V Bonta 
Cory D. Clark, )r. 
Anne Cogburn Gilbert 
Helen Cordon 
Robert A. Hiers 
Eugene Hulshizer 
Ralph Klapperich 
Alice Liddcll 
Peggy Mara 
MaurricI Mcdearis 
William W. Mulvey 
Richard C. Smith 
Charles Smullcn 
Grant Tyler 
James C. Waldrop, )r. 
Christy Walsh, )r. 
William C. White 



FORMER AFFILIATION 



BBD&O, NY, acct exec 
Carnation Co, cereals div, advtg mgr 
Atlanta journal, women's editor 
Liller, Neal & Battle, NY, acct exec 
.Atlanta Art Institute 

Heileman Brewery, advtg mgr 
Ingalls-Miniter Co, Boston, Mass 

Frank Block Associates, acct exec 
Cunningham & Walsh, acct exec 
Harold Cabot & Co, Boston, Mass 
Wehncr Advtg Agency, Newark, NJ 

_.Ted Bates, prod asst NY office 

-Atlanta Journal, news staff 

..Ted Bates, agency prod. The Millionaire 
Erwin Wasey, exec vp 



NEW AFFILIATION 

Liller, Neal & Battle, acct svcg dept 
Needham, Louis & Brorby. NY, acct exec 
Compton Advtg, sup of LA office 
Liller, Neal & Battle, acct svcg dept 
Same, mgr NY office 
Liller, Neal & Battle, art director 
Calkins & Holden, Inc, acct exec 
Knox Reeves Advtg, Minneapolis, acct exec 
K & E Inc, media supervisor 
Anderson & Cairns, pub rel & pub dept 
Al Macschcr Agency, acct exec 
Same, sr vp & dir 
K & E Inc, asst acct exec 
Barnes Chase Co. mgr prod facilities 
.Same, producer Hollywood office 
Liller, Neal & Battle, acct svcg dept 
Same, agency sup, Strike It Rirh 
-Same, president Erwin-Wasey of Minnesota 



SPONSOR PERSONNEL CHANGES 



NAME 

W. p. Hays 
Clyde 0. Hess 
Thomas C. Law. jr. 
Robert M. Prentice 
jamcs W. Shacklcford 
Lathrop C. Backstrom 
M. D. Blackwcll 
Al Cahill 
john F. Cash 
Donald D. Davis 
George j. Higgins 
Mel Leavitt 
Robert H. Prigmore 
john T Schilling 
Elmer 0. Wayne 
Thomas L. Young 
Charles Chappell 
David P. Evans 
Peter Finncy 
jack Crecn 
Brooks Middleton 
Richard Simon 
William Terry 
Calvin Vincent 



FORMER AFFILIATION 

Ralston Purina Co. asst dir Chow advtg 

Armstrong Cork Co, product info mgr 

Coca-Cola Co, prom bottler sis 

Lever Brothers, prod mgr for Spry 

Du Mont Labs Inc. south east regional mgr 

Cook Paint & Varnish Co, president 

WPTZ TV. Plattsburgh, NY. anncr. spts dir 



WDSU-TV. New Orleans, spts. spec events dir 
KCW Radio. Portland, Ore. sis mgr 

WIR Radio, Detroit. Mich., dir nat rad sis 

KOLN-TV. Lincoln, Neb. gen sis mgr 

Independent advtg consultant 

WOR-TV, NY. operations manager 

August Dorr Advertising Associates 

Ton! Co. Chic, dir of media & advtg admin svcs 

WOR-TV, NY. tv director 
Bryan Houston 



NEW AFFILIATION 

Same, advtg mgr Ralston Div 

Same, mgr of pub info 

Same, dir advance sis plans section 

Same, mgr advtg policy devel for Corporate Advtg Svcs Div 

Same, mgr south zone receiver div 

Same, ch of bd KMBC Bcstg Co. Kansas City 

KMBC Bcstg Co, Kansas City, secty & mem bd 

Same, program director 

KMBC Bcstg Co, Kansas City, vp & treasurer 
KMBC Bcstg Co , Kansas City, president 
KMBC Bcstg Co. Kansas City, vp chg of sis 
Same, tv program director 
KCW-TV. Portland. Ore, sis staff 
KMBC Bcstg Co. Kansas City, exec vp 
Same, vp in charge of rad sis 
KBTV. Denver. Colo, gen sis mgr 
Katz Co. NY & Bait plans dir & vp 
Ogiivy, Benson & Mather, tv dept 
Hoite Agey Advtg Inc, acct exec 
IWT. NY, assoc media dir 

Dan Lawrence Co. Chic, creative dir. acct exec 
Ogiivy. Benson & Mather, tv dept 
Ogiivy. Benson Cr Mather, tv dept 
K&E. LA, account exec 
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WBKB 

IS 

CHICAGO 

Channel 7 WBKB Chicago, WABC-TV New York 
WXYZ-TV Detroit, KABC-TV Los Angeles, KGO-TV San Francisco 
Owned and operated by the AMERICAN BROADCASTING COMPANY 





KCIJ ;WMRY 

Tht' /iifi City Station | 'I'hc Sepia Station 

U'tth the Country Flavor with Double I*ower! 

5000 Watts 980 KC ' 1000 Watts 600 KC 

SHREVEPORT ' NEW ORLEANS 
I 

SOUTHLAND BROADCASTING COMPANY 

Mort Silvermon, Exec. V. P. & Gen. Mgr. 

GILL-PERNA, INC.- Nat'l. Rep. 

New York, Chicogo, Los Angeles, Son Froncisco 



A aiional and regional spot buys 
in uork now or recently completed 

^ SPOT BUYS 



RADIO BUYS 

TREND OF THE WEEK: Pace-si-ttrr in (•onhnuin<^ tn-ii<l of atKt-r- 
tiscrs to aim radio connnercials at drivers in rars. esj)criall\ on 
wt-ekends. is Pan-American Coflee Bureau. \e\v ^ ovk Cit\. This 
\ear. in its eijilith hijiliwa) safet\ j)ronu)tioii (\anij)ai<iii, hnrean is 
usinjj radio onl) to pusli the slogan "Staj alert. sta\ ali\e: make it 
eolTee when m)u drive." I'attern: 10 2()-second announcements on 
Saliirda\s, Sunila)s before Christmas and New Year's in 50 mar- 
kets: et's with "Jinjile Bells ' llienu' will be used. Bnyin<i is ineoni- 
]dete. y\fiene\ : Robert W . Orr & Assoc., ^cw• York. Bu\er: \ina 
I'linn. 

Lever Bros., New ^ ork Cit\ , faces contract conclusions and re- 
newals for its detergent. Silver Dust Blue, in next few weeks. 
Present schedule has covered some 80 markets in two-thirds of the 
eountrx. One-minute et s have been aired from 7 a.m. to 6 p.m. 
Next gear's schedule indefinite, but indications are it will be simi- 
lar to 'S.S-'Sf) season, \genc) : SSCB, New ^ ork. Hn\er: Ira Ct)nsier. 

Bymart-Tintair, New ^ork (]it\. is trying to clear good 15-niinute 
segnnMits across the countr\ for a transcribed chatter show to \no- 
mole its Tintair hair coloring. Program of this t\ pe. now being 
aired in Fort \\'a\ ne. Ind.. is new x iMilnre for the client. Bu\ing is 
incomi)lete. and schedules will continue indefiniteh . Agenc\ : 
Prodni't Si'r\ ices. Inc., New ^ ork. Bn\er: Mori Heiner. 

American Oil Co., Baltimore, has l ecn bn\ ing annonncement jjeri- 
ods to herald new retail dealers. Cas and automotixe lubricant 
eom])an) has been increasing distribution and retail outlets in W^est 
and .SonthwesI since .June after exjjansion from the East. Newest 
areas are in Texas. Southern California and Arizona, where Amoco 
bu\s lime as territories open U]). \genc\ : Joseph Kalz Co.. Balti- 
more. I)n\ei : N'incenI 1). Bi'nnclt. 

National Brands Div. of Sterling Ding, for its Mollc lather shav- 
ing cream, will ])r<)babh make a s])Ot radio comeback earl\ next 
\ear. \lollc has been inai ti\e in radio since its s])onsorshi]) of net- 
work in\ster\ ])rogiams sexcral years ago. Tentatixe schedule: s])ol 
railio in eight to 10 major iiiarkels; ])robabl\ some s])()t tv. Agenc\ : 
Thoni])son-K.och Co.. New York. Biner: Hobert Hall. 

National Cranberry Assn., Hansen. Mass., is in inidsl of nine-da\ 
satnralioii cani])aign in 10 Western markets. Pattern: 2.") to 50 an- 
nounccmenls per week per market. Bin ing for ibis first phase is 
(din])l(te. with a follow -u]) dri\e now being i)lanne(l for two-week 
]ire-Christinas camijaign. Latter will concentrate in some 13 West- 
ern areas. \gene\ : BBDO. New ork. Biner: .Millie Pado\a. 
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Don't wait 'till the front seats are gone... 
1,000,000 people by 1961 



You have heard it said that the South is America's last 
economic frontier. A region where great new consumer 
franchises can be built. 

This is true. But as ever happens, late-comers seek- 
ing the promised land more often find that the frontier 
has vanished. Others are sohdly entrenched at lesser 
cost and greater profit. 

Already this picture takes shape in Atlanta. Popula- 
tion of the Metropolitan Area is now reliably put at 
869,014. In less than five years it will surpass a million 



In 1961 what will be your competitive position in 
Atlanta? WJiat is it now? 

WSB Radio and WSB-TV invite you to share the 
rewards of this great and growing market's present and 
future. Put in your ground-lloor claim on the South's 
largest radio and television audiences today. 



H'SH and H'SII-'I y arc afjiliaics oj The Allutiia Juiinial ami Consii- 
union. iS'lIC affitiale. Rci>rcs('nluli\ es arc I'aIw. I'ciry it ( n. 



i Leadership Is 
traditional . . . 




1 SI'O.N.SOU • 17 .NOVEMBEK 1956 



I 




NORTH 



• "1 he reception is wonderful and 
I just can't express the thrills we 
have because you are affiliated with 
CBS." 

151. t'l FIELD, \\ I SI VlRCINlA 

• "... .You are certainty putting 
a beautiful picture down here." 

IIandi-I MAN, North Carolina 

• "I thought maybe you would like 
to know that I am getting a perfect 
picture, and we're 96 miles from the 
city limits of Roanoke." 

W A^ NiMioRo, Virginia 

• "Your picture by far exceeds any 
we have ever had here." 

Kt'l'IRI, Wis I VlRCINIA 

• "The reception is real good. 
W e li\e 100 miles from Roanoke." 

ADKINS, VlRCINIA 

• "^'our signal here is excellent." 

llK.H Point, North Carolina 



CBS AFFILIATE 
TOP POWER 

316,000 Watts 

TOP ELEVATION 

2000 feet above average terrain — 
3936 feet above sea level 

Ask Peters, Griffin, Woodward ! 



WDBJ-H^^ 




ROANOKE, VA. 

Owned and operated by 
the Timea-WoTld Corp. 



Peters, Griffin, Woodward, Inc. 
National Representatives 
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Spot buys 



|TV BUYS 

TREND OF THE WEEK: Soap>, with extra imme\ al Die end of 
[he \eai, arc scouliiig prime a\ aiiai)iiiliep. I'roeler iSv Gamhie. Cin- 
eiiiiiali. for Spic Span I \ oung & ixiihicaml. reportediv starls 39- 
week dri\e liiis week w ilii liea\ \ u>e of 9()-seooiul amiouiu'enient!-. 
P(Is,C Owdoi ( l)-F-S ) w ill go into a limited nninlier of marvels, 
and Bali-O I H. T. Babhill. New ork City through iJ-P'-S I i> under- 
>loo(] to ha\e a major-market dri\e read\ to hreak for four weeks 
from 25 \o\eml)er. P&G s Comet I Compton I eleanser mo\es into 
a few markets shorli\. 

Boonton Molding Co., Boonton. \. J., is lining up availabilities in 
ahout 15 markets for its Boontonware. plastic tableware. Company 
is considering 15-miiuilc shows and one-minute adjacencies. Agency : 
Hilton & Riggio. \ew York. Buyer: Maria Cara)as. 

Pharmaceuticals, Inc., Newark, has begun a limited t\ ^^pot cam- 
paign in Boston for its Geritol and Sominc.x with the syndicated 
program. San Francisco Beat. Agenc\ is now scouting a\ailable 
half-hours in other major market areas. Agency : Edward Kletter 
Associates. New Ytjrk City. Buyer: Ruth M. Bayer. 

Helena Rubenstein, "New York City, is contemplating use of spot tv 
to reach teen-age market on behalf of cosmetic line. OgiK y. Iieiisoii 
Mather agency , \ew \ ork, now comparing costs and co\erage of 
\arions media to determine relative efTcctiveness in reaching this 
relatively small segment of the mass audience. If tv is recommended, 
.■^pot will be tested before full campaign starts. OBMV Ann Jano- 
w icz is handling l\ estimates for analy sis. 

Fabron Inc., Waterbury. ('onn.. is marketing its new product, 'Pip- 
ette nail enamel, with tv backing in six selected cities. Scheideler, 
Vtcck and Werner, j\ew ^'ork. is using late-afternoon and nighttime 
minutes for film demonstrating application of j)olish in a cylinder, 
complete with brush. IVst starts this week, continues through 
(]hrislmas. Target: business women and girls. Account executixe 
and buyer: Ilarold Frazee. 



TV AND RADIO BUYS 

Bon Ami Co., New \ ork City, for its new Jet Spray Bon Ami, 
moved into 'M) radio markets this week and goes into 70 to ISO tv 
cities within the next fortnight as a continuation of its introductory 
drive for the new product in .'^epleml>er and October. Baltern: in 
radio. 100 to 150 announcements wet^kly : in l\, 31) to 50, both for a 
one-week saturation drive. Copy : in radio, the jet Bon \mi jingle 
in the minutes, the spray j.ound in the 10 seconds, both transcribed; 
in tv. films plugging the newness of the product. Agency : ButhraulT 
Kyan. New \ nvk. I5nyer: \ ineent DcBuca. with Ed Sl eriin'an and 
Mary Dow ling. 
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rOUR BUSINESS FRIENDS AND 
VSSOCIATES WILL APPRECIATE 
/OUR XMAS GIFT OF 52 ISSUES 
)F THE NEW WEEKLY SPONSOR- 
IfHE MAGAZINE BUSY TV AND 
ItADIO ADVERTISERS USE. NOW 
!)UT EVERY FRIDAY. 

u ____________________ 

; 

Make up your gift list now 
and send it to SPONSOR 
40 East 49tl^ Street, New York 17, N. Y. 




Capsule case histories of successful 
local and regional radio campaigns 




ROSE BUSHES 

SPONSOU: A. P. Ilornc XCENC'i : Direct 

Capsule case history: Recaii>e tlie \. P. Home Nursery 
is located in a ri'inote spot, the owners deeided to try radio 
to attract new customers. Originally a laii(lscaj)e contract- 
ing firm, the llorne \urser) just this )ear entered the retail 
field. At the start their normal \ olume of rose hush sales 
had averaged out to ahout six plants a da\. The da\ after 
their radio campaign hegan earU last spring, 1') rose hushes 
were sold. During the remainder of the week daih sales 
nundxMed 23 plants until the suppU was exhausted. The 
radio adxertising was droppeil for one week and then re- 
>nmed when new supplies were receixcd. By the end of the 
radio campaign which ran for two months, from 1 May to 
1 .lul\, \ (dunie had heen increased more than six times and 
more than (500 rose plants had heen sold. I he five-minute 
participations in W FEA s Roll Call cost Horne a total of 
S265. W r'F.A station manager, \orton I. \ irgien, ,|r., re- 
jxjrts that the success of radio in hringing new sales to 
A. 1'. Ilorne has eau>ed the nursery, now ofT the air. to 
recpiest that time he held for them starting in March of '37. 

WI EA, ManclievK-r, \ I. PROCKAM: Roll Call, participation 



TIRES 

Sl'ONSOK: Vi ilMjn Way Tire Co. AGK.NCY: Direct 

Capsule case history: The Wilson Way Tire Co. really 
started rolling when it ran a special June, July and August 
promotion this \ear for Seiherling Tires. Client's campaign 
was hiiild around K.'^T\"s disk jockey personalities Ellis 
Lind and Ka) Golden. A total of 11 announcements a week 
were used hy the tire coinpanv over the Ellis Lind Show, 
liroadcast from 10 to 11 a.m.. and the Ray Golden Show 
heard from 4:30 to 3:30 p.m. 'i'he sponsor attrihuted ap- 
proximately l.OciO tire sale- to the pull of the two programs 
and the gross realized from the sales cames to slighth over 
S27.00O. In commenting on the remarkahle response to the 
cam|iaign Ra\ Golden, who is KSTX s |iromotion and puh- 
lieit\ director, in aililition to his record spinning chores^ 
told SPONSOR that the Wilson W ay Tire Co. of Stockton, 
has a )ear-"roimd contract with his station. He added that 
he felt the use of special |)romotions such as the one for 
Seiljcrling ser^e to keep listeners from tiring of hearing the 
same eommercial. ^ he cost of Wilson Way s Seiherling 
campaign was $643.30. or less than 3'^ of gross >ales. 

KSTN, Stockton, Cal. PH0G1{\M: Xnnoitiiccmcnts- 



SARDINES 

>i'()Ns()l{: Maine Sardine Industry AGENCY : liBD&O 

Capsule case history: Some of the hest sardines that 
come out of the sea are caught in Maine waters and pack- 
aged along the Maine shore, or if \ on prefer, "Down East.'' 
I hose same sardine^ sell all oxer the eoiintr\, though, even 
as far south a< (diattanooga. where thev nio\e like hotcakes 
when advertised oxer radio. I']arl\ last siimmer the Ramirez 
Brokerage Co. of (diattaiiooga started to feel the results of a 
radio campaign on hehalf of Maine sardines that was placed 
in (!hattanooga h\ the Maine Sardine Industrx through 
i'lI'Df). W ith a cam|>aign that started on 10 July and ended 
3 Octoher i\amirez iirokerage, which is hut one of the sar- 
dine dealers in that cit\. reported that the demanil recenth 
for( cd him to reorder three carloads of sardines to sati>f\ 
hi^ ci]stomcrs needs. The campaign, which consisted of 12 
amioiinc (■iiiciil- a week during the 13-wcek scliednle, was 
heard o\cr station W \n'"S excliisix el\ . No other media wore 
n^cd. i he x hcdide was hacked np liv the W NH'S merchan- 
dising department which organized merchant calls and set 
lip point-of-sale dis|)la\s. Total cost came to $1,146.60. 

\\ MI'"S. (.li;ilI.iiioi.;;a. 'ii-iin. i'l{()(,H\M: \ nniiiiiicciiieiits 



DEPARTMENT STORE 

SPONSOR: Montgomery \^ard AGE.NCV: Direct 

Capsule case history: How many people will accept a 
radio invitation? L. W. Willett of Montgonier\ Ward in 
I'uehio, Col., found out after running an annoimcement of 
his store's opening over KCSJ, Puehlo. The occasion for the 
Montgomer) radio in\itation was the opening of a new link 
in the mail-order house chain. 'I he week of the opening, 
promoted as Ward Week, was highlighted hy a "Ward 
Conrtes\ \ight.'' Advertising for "'Courtesy Xiglit" was 
limited to a direct mailing to some .selected customers plus 
six announcements over KCSJ on a single day which cost 
Montgomery Ward $12. Said Willett of the response, "To 
sa\ the least the e\ening was an outstanding success. A con- 
servati\e estimate woidd he that 7,000 people attended the 
e\eiit and the total results far exceeded our estimates. We 
had free 7-1 p for refreshments and o\er 1.200 customers 
were ser\ cd hcdore our siippl\ was exhausted. I nfortu- 
iiateh most of the customers did not recei\e refreshments 
due to the tremendous crowd and limited supply. I'm sure 
that Coiirtes) Might made us man\ new KCSJ friends. 

KCSJ. Pinddo. Ca<]u. I'ROGRAM: Announcements 
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LEADERSHIP 




JIM DELINE 
The Jim Dellnt'Gang 




DEACON DOUBLEDAY 
Farm Director 




FRED HILLEGAS 
News Editor 




JOEL MAREINISS 
News Commpntator 




They're all "old pros" in the 
business of serving the listening 
interests of 428,000 homes in 
WSYR's 20-county service area. 
They've earned public acceptance, 
because they know what they're 
doing . . . and like doing it! 

They are relied upon, more than 
any other performers in Central 
New York, for good entertainment, 
dependable news coverage, and 
first-rate public service. Naturally, 
they add important sales appeal to 
the products they advertise. 

WSYR's clear leadership in local 
programming, and its undisputed 
superiority in coverage, make it the 
top choice of radio advertisers in 
one of America's truly important 
markets. 



Represented Nationally by 

HENRY I. CHRISTAL CO., INC. 



BILL O'DONNELL 
Sports Editor 





A 


7«V 


K\ 


NBC AFFILIATE 




ELLIOTT GOVE 
Timekeeper Show 



CARL ZIMMERMAN 
Newt Commentator 




ED MURPHY 
The Ed Murphy Shows 




ROBERT NELSON 
News Commentator 




5 KW . 570 KC SYRACUSE, N. Y 



JENNIE-BELLE ARMSTRONG 
Women's Director 
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In South Flori^^^pi^ers expect and receive oJVDndinoi 
coverage froj^^^/J's PRESTIGE news department. A sfl 
14 newsmeT^^Rre the WTVJ audience of 'round-thfJ 
coverage ofj^Wocal, state and regional news. | 
Adding to tn^rompleteness of this coverage, WTVJ's cn 
crews during the past year alone, traveled to 1 1 States cd 
foreign countries to gather "local" news stories affecti* 
south Florida community. 

Another plus service of Florida's first and most expern 
television station . . . another reason why the majority o|a 
Floridians watch WTVJ and continue to buy the produc ( 
services of its advertisers. 



Basic AKiliate 



I 



SOUTH T FLORIDA T AWARD 





RTNDA "Gold Trophy 
Award For Outstanding TV 
News Operation in the Na- 
tion." 1952 




RTNDA "Gold Trophy 
Award For Outstanding TV 
News Operation in the Na- 
tion." 1953 




"HEADIINERS Award For 
Outstanding local News". 
1956 



LORIDA'S FIRST 
ELEVISION STATION 

Jresented Nationally by Peters, Griffin, Woodward, Inc. 



^^^^^ 



^A\A^A» 



Digest of the week's developments 
in advertising and the air media 




r 



WRAP-UP 



ADVERTISERS 

White Owl may switch 
to syndicated film buy 

(Iciiciiil (-i<;ar is (Irojiping National 
Hou ling Champions ( "M5C I V Sunday 
I nt tlie end of the nirrciit 
l3-\\('('k (•\cl(>. 

(lliciit i- lui])p) witli the show's rat- 
iii<;s hut finds it c>x])C(hVnt to wiliidraw 
hccansc of the nnruher of stations tiiat 
iia\e dropjied awa)' from the hookup. 

i'rohahiv will re])l;Ke program with 
;i syndicated him l)U\ nsing about 43 
markets. 



K. Koss, mjirkrtinji \.|». of 
(iro\<' L:il>s, rails for more "reason 
win" in |)ro])ri(>tary drug advertising, 
(jting the pnhlie's increasing knowl- 
edge' of medicine, the marketing expert 
pointed to the success of his compnn) s 
("ilroid Compound copv with "news- 
explanation a])proach. ' I cold rem- 
ed\ has used hca\ \ radio-lv s])ot cam- 
])aigns as well as news])a]3er ads. 

IMiiIco has houglit the Sierra Klec- 
t ionic (iorj). of San (]arlos. Cal. Sierra 
will operate as a sul)sidiar\. exjianding 
I'hilco's research, engineering and de- 
\elopment facilities . . .iNosllr'H de- 
cafTeinat(>d instant coiTee has made a 
>olid dchut in the \ew York area with 



all major chains and ahout OO*"? of in- 
dependent outlets already stocked. The 
jiroduct. Decaf. recei\ed ])rouiotion via 
network show (Oh Susanna on CBS 
TV I local tv show s and sjDots. plus 
o\er 100 radio announcements per 
w eek. 

licvloii sales for the third (juarter 
were $20,519,000 as compared to $11.- 
831.000 for the same period last \ear. 
Earnings for the third (juarter reached 
$2,123,000 with a total of S3.9!56,,000 
for the first nine months of this )ear. 
\o direct comjjarison with the same ])e- 
riod last \ car dne to change in account- 
ing ])rocedure. . , , |>acka<;;iiig 
i<U'a l»y Alilo for Onc-A-l)ay vita- 
mins is miniature apothecary jar cur- 
rently on \ iew on .\BC Xeivs 

0\i\ (iohl filters promote the "live" 
CBS TV Jackie Gleason show in new 
])()int-of-j)urchase display. . , . H«'1«mh' 
(aii'tis sees "higgest" year for men's 
toiletries in 1936. Buyers report in- 
creasing sales to men (instead of just 
their wi\esl, plus mounting interest in 
aerosol-ty pe sha\ing lathers, jire-elec- 
tric sha\e lotions and co-ordinated 
fragrance sets. 



Sjivariii*!-. success with its Saturday 
Mght ,\eirs on \\'I{CA-T\\ \ew York, 
has sparked the inauguration of the 



same type, same title show on W'KXB- 
T\ , \ew Britain, Conn. Lawrence C. 
(/Umhinner is the agency, . , . I'ea- 
eo«'k 'IVIe\ i.sioii Service in Aniar- 
illo has a smart ad idea — the rejjair 
company has bought the trouble slides 
on KCNC-IA'^. When program delays 
occur, slide announces, "It's not your 
set but when it is — (;all Peacock Tele- 
vision Service." 

AGENCIES 

}WT realigns tv-am 
timebuying assignments 

J, Walter 1 hompson has reshufiled 
timebuying assignments. New align- 
ment on accounts as hdlows: 

Brillo: Anne C. \\'right. associate 
media director: \ancy Smith, buyer. 
liuitoni: Anne C. Wright, associate 
media director; Allen Sacks, buyer. 
Burlington Industries: Anne C. W right, 
associate media director: Allen Sacks, 
buyer. Chesehrough-I'orurs : Anne C. 
W right, associate media director; \an- 
cy Smith, buyer. 

Devoe & Raynolds: G. \ ernon, as- 
sociate media director; Joe Barker, 
buyer. Ford Motor Co.: James 0. 
Luce, associate media director; Tom 
C/lvnn, buyer. Ford Dealers: James 0. 
Luce, associate media director: Tom 
Glynn and Sam Scott, buyers. Lever 
Brothers: (». \ crnon. a;-^<iciate media 






ADVERTISERS: Sii\;irin npraN Saiiiiilin 
\ r/( ^ iiimcrii nil \\ KMi'lA . New 

I'liiliiii Ncu ^iiik -lii>» ^iT\((l iiKidcl 



RADIO STATIONS: Tr;iin displiiy is \i(«c(l 
liV lliifili limit (I) of S()iilli<-rn i'iicilic ami 
I'clix \(l;iiii!- 'r), Kl,\(; LLcncnil sales mgr. 



TV STATIONS: .simp l.as\ siipi'riiKirkcl> u-f 
cldwii 1(1 amioiiiicc spci'ial iii-sldii- ^ale-* 
a» cM'-calcliiT on (.ll("r-T\ V At Home sliow 
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f,-o.n SPONSOR 
SERVICES 



INC 



15 SERVICES TO HELP YOU 
MAKE THE MOST OF YOUR 
RADIO AND TELEVISION 
OPPORTUNITIES 




1 ALL-MEDIA EVALUATION STUDY $4 

155 Pages 

This book gives you the main advantages and 
drawbacks of all major media . . . tips on when 
to use each medium . . . yardsticks for choosing 
the best possible medium for each product . . . how 
top advertisers and agencies use and test media 
. . . plus hundreds of other media plans, sugges- 
tions, formulas you can put to profitable use. 



2 TV DICTIONARY/HANDBOOK 

4S Pages 



$2 



The new edition contains 2200 definitions of 
television terms . . . 1000 more than previous 
edition. Compiled by Herbert True of Notre 
Dame in conjunction with 37 other tv experts, 
TV DICTIONARY/HANDBOOK also contains 
a separate section dealing with painting tech- 
niques, artwork, tv moving displays, slides, etc. 



3 TIMEBUYING BASICS $2 

144 Pages 

The only book of its kind — the most expert 
route to radio and television timebuying. A 
group of men and women who represent the most 
authoritative thinking in the field talk with 
complete candor about tv and radio and the 
opportunities these media offer. 




BOUND VOLUMES I 



14 VOLUME FOR YEAR 1955 



$15 



Every information-packed issue of sponsor for 
1955, bound in sturdy leatherette. Indexed for 
quick reference, bound volumes provide you with 
a permanent and useful guide. 



15 BINDERS 



1_$4 2— $7 



Handy binders provide the best way to keep your 
file of SPONSOR intact and ready to use at all 
times. ]\Iade of bard-wearing leatherette, im- 
printed in gold, they'll make a handsome addi- 
tion to your personal reference "library." 



REPRINTS 



4 HOW DIFFERENT RATING SYSTEMS VARY IN 
THE SAME MARKET 15c 

Ward Dorrell, of John Blair (station reps), 
shows researchers can be as far as 200% apart in 
local ratings. 

5 TELEVISION BASICS 35c 

24 Pages 

6 RADIO BASICS 35c 

2i Pages 

7 FILM BASICS 25c 

12 Pages 

8 PROCTER AND GAMBLE STORY 25c 

20 Pages 

9 ADVERTISING AGENCY IN TRANSITION 25c 

16 Pages 

10 92 WAYS TV MOVES MERCHANDISE 25c 

16 Pages 



11 TIPS ON TV COMMERCIALS 

6 Pages 



25< 



12 NEGRO RADIO HAS COME OF AGE 25c 

16 Pages 

13 WHY 5 NATIONAL ADVERTISERS BOUGHT 
SPOT RADIO 25c 

6 Pages 

SPONSOR SERVICES 

40 East 49th St., New York 17. N. Y. 

Please send me the SPONSOR SERVICES encircled by number 
below: 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 

Name 

Finn 

Address 

City Zone State 



□ Enclosed is my payment of $ 

Quantity Prices Upon Request 
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diicclor; Jot- Raiker. Inner. Mentha- 
latum: \niic C. \\ liulil. a^^ociale me- 
dia (lireclor: \aiic\ Smith. hu\c'r. 

\eu ) orh Central: (>. \ eriioii. asxx'i- 
aU' iiu'dia direrlor: Joe Barker. Inner. 
Oneula: Anne C. W right. a>>()ciate me- 
dia director: Allen Sacks, hu\er. 

Pan Inieruan: R. 1'. Jones, associ- 
ate media director: Ja\ne M. Shannon, 
hu\er. Rea<ler's Diiiest: K. I'. Jones, 
associate media director; Ja\ ne M. 
Shannon. hu\er. RKO Teleradio: 

\nne C!. W ri<iht. associate media di- 
rector: \llen Sack^. bu\er. Scoll Pa- 
per: \\. V. Jones. as>oeiate media di- 



rector; Ja\ne M. Shannon. hu\ er. 
Scotts Emulsion: G. \ ernon, associate 
media director: Joe Barker, hu\er. 

Seien-l p l\. ^.): James 0. Luce, 
as>ociated media director: Tom Gl\nn, 
Inner. Shell Oil: James 0. Luce, as- 
sociate media director: Tom GKnii. 
hn)er. Stantlard Brands: G. \ ernon. 
associate media director; Joe Barker. 
hu\er. If ard Baking: \\. P. Jones, as- 
sociate media director: Jajne M. 
Shannon, Lu\er. /. B. Williains: 
James O. Luce, associate media direc- 
tor: Tom Glynn, bujer. 




I 



f ■ ,&AG£ lX)MNSON iNtMAHA C 

' '■ w-^ I -"7 




I N 

PONCA CITY 
OKLAHOMA 



You can bet your bottom dollar that viewers 
within our 100 uv area are getting a honey 
of a picture when you realize that Television 
News of Ponca City, Oklahoma, regularly 
carries all WIBW-TV* program listings. 

"Maximum Power, 316,000 watts 
Maximum Height, 1010 feet 



TOPEKA, KANSAS 

Ben Ludy, Gen. Mgr. 

W/BW & WIBW-TV in Topcka 

KCKN in Kansas City 

Rep. Capper Publications, Inc. 
CBS ABC 




Xt'v> agency app(>iiitineiit.< in- 
clude: Ogilvy. Ilenson & Mather for 
Lexer Brother's ])o\e advertising in 
Canada: ^LacDonald-Cook for Kitehen- 
Quip which has recenth acquired the 
Duncan Hines Institnte name for its 
food-vegetable cutter; Lawrence C. 
Gumbinner for Block Drug s Annn-i- 
Dent, Omega Oil. .Minipoo. Boslam 
Ointment, Stera-Kleen and Laxinm; 
Al Paul Lefton for Crown Central Pe- 
troleum: and Hoite Agey Advertising 
for National Airlines. 



NETWORKS 

ABC station relations 
realized as Jahncke resigns 

Separation of executive anthorit) 
between the t\ and radio networks at 
ABC is now complete. 

W ith the resignation of Ernest Lee 
Jahncke. Jr.. as \ .p. and a.ssistant to 
the president, the national directors for 
the t\' and radio networks now rejjort 
direct to the respective heads of the 
two ABC networks. 

Under the previons setup Alfred K. 
Peckman. of Iv relations, and Ldward 




KMTV 

OMAHA 

sells a 
5 State Market 
with 

$1,276,812,000 
Gross Farm Income 

Represented by 
Edward Retry Co., Inc. 



COLOR TELEVISION CENTER 



CHANNEL 



Tho Kaniai View ft)inl 
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S. F. CHRONICLE • NBC AFFILIATE • CHANNEL 4 • PETERS, GRI FFI N. WOODWARD 
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J. DeGnn. of radio relations, reported 
to Jalinckc. 



Network television 
billings up 21.8% 

Network tv billings arc up 21.8'"<' 
for the first nine months of this )ear 
as compared to the same j)eriod in 
]95o accoiding to P.I.I), figures. 

Joint totals for the three networks 
for the nine months of 1956 reached 
.s353.9()L824. 



AH(] TV shows rating gains in Niel- 
sen National rej)ort for 1 Octoher 
1956. \AA rating of 15.2 for spon- 
sored evening programs marks a 20T 
increase over the same period last for 
the network. On share of audience 
ABC 'r\ has also gained — 17'T over 
1955. . . . ens T\ has sold the last 
remaining alternate week half-hour of 
I'layhoiise 90 to American Gas Asso- 
ciation. Ageric) is Lennen & Newell. 
Playhouse 90 sj)onsor line-up now in- 
cludes: Uristol-M\ers; Singer; Ron- 
son: Marlboro, due to start 3 Januarv: 



mmm 





in this 4-State, 
58-County 

(oirr IMl(oi 



Here in WFBC-TV's 100 UV/M 
contour is the South's richest 
textile-industrial area and its 
famous mountain vacationland. 



Population, Income ond Soles 
from Soles Monogement Survey 
of Buying Power 1956. TV Homes 
from Nielson '53, plus RETMA 
shipments to dote. 




AUGUSTA •X 




Population 
Incomes 
Retail Sales 
Television Homes 



1,991,700 
$2,115,295,000. 
$1,467,678,000. 
367,230 



"The Giant of 
Southern Skies" 



Video -100,000 Watis 

(FCC MAXIMUM) 
Audio —50,000 Walts 
Antenna height— 1,204 
feet above average 
terrain —2,204 feet 
above sea level. 



Here is one of the South's great 
markets. Compare it with Atlanta, 
Jacksonville, New Orleans or 
Miami! Latest PULSE and ARB Re- 
ports prove WFBC-TV's Dominance 
in its coverage area. Write us or 
WEED for market data, rates and 
availabilities. 

NBC NETWORK 

WFBC-TV 



The Giant is the only maximum- 
powered VHF station in the Green- 
ville -Anderson - Spartanburg market. 



Channel 4 Crecnville, S. C. 
Represented Nationally by 
WEED TELEVISION CORP. 



and American Gas, due to start 10 
January. 

iSBC T\ has hung out sro signs on 
Caesar's Hour until the end of this 
)ear with Carter Products coming in 
for four one-third segments. Carter has 
also hought one-quarter of eight Satur- 
day National Basketball games start- 
ing 15 Decemher. SSCB is the agen- 
cy. . . . IJristol-Myors has also signed 
to sponsor six one-quarter segments of 
the baskethall games through Doherty. 
Clifford, Steers and Shenfield. 

You're On Your Own. sponsored 
by Hazel Bishop, will replace High 
Finance on CBS TY starting 22 De- 
cember. The audience participation 
series will give prizes as high as $25.- 
000 on a single program. Agency is 
Raymond Sj)ect()r. . . . Micro-^Iois- 
turr ("oiitrols has bought participa- 
tions on NBC TV's Today and Tonight 
shows in behalf of its Thernio-Chef 
cooker. 

CI5S Hudio president, Arthur Hull 
lla\es in a speech before the Detroit 
\deraft Club pointed to following 
figures on auto radio listening: 3,180,- 
000 jieojde are driving their cars and 



r/^^^ POWER 

Iv^^ vJ LUMBER 
liC^AGRICULTUREj. 

'"^"".e of * t">"'8 



WArrS-l280KC 

HERG 

'EUGENE. pREGON 

yi^ANT MOR£' FACTS ? 

-COAfrACr. IV££D 6 CO. 
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MUSHROOMING SALES. . . 

are yours for the asking in the ENTIRE Prosperous 
Piedmont section of North Carohna and Vu-ginia with wfmy-tv. 
True, because no station or group of stations dehvers complete 
coverage of this mighty industrial area as does wfmy-tv. 




Greensboro ^H ji^Vjli PinehursI 
Winslan Solem Salisbury Fori Brogg 
Durham Chapel Hill Sanford 
High Point Donville, Vo 

Reidsville Morlinsville, Vo. 

WFMY-TV. . . Pied Piper of Ihe PiedmonI 
"FirsI wilh LIVE TV in the Corolinas" 



50 Prosperous counties — 2 Million Population 
$2.5 Billion Market — $1.9 Billion Retail Sales. 
Call your H-R-P man today for full information. 



ujf my-tv 



GREENSBORO. N. C. 

Repreiented by 
Harrington, RIghter & Parsons, Inc. 

New York — Chicogo — Son Froncisco — Atlonto 





Basic 




Since 1949 
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lislfiutiii to liullo cliniiig ihe a\ciaHC 
nttiiiilc lu'lween () and 9 p.m. week- 
(la\-: oil ue(-kcii(ls the a\eiaiic iniiiule 
auilifiuf jiiiii]) ii|) to ()\ei five million 
liel>\(tn noon and .') p.m. . . . AiiC 
KinlioV iiioiniiiji lilock, liicahjast 
( liib. \h True Slorx. If lieu a Girl 
\laiii('.\. H liispciiiiii Sliccls, Grand 
( cntral Station and Tlie Jack I'aar 
SliuK. lia\e hioiialil in s.j.OOO.OOO in 
liilliiiL'^ ^ilKe ^('pleml)fr 195.5 from 
food and druu a(l\ ci timers alone. '1 lie 
food and drim uroiip make-up elo!-e to 
Iwo-lliirds of all iiioiiiin<r husinos on 
[lie iieluork. "^eptemher dale \\a> llie 
iicjiimiiiiir of VUCs fi\ c-niiniile se^- 
iiiciil -elliiia plan. 



NBC Spot- Sales manual 
lisfs fv sfafion sfandards 

\ iiiamuil dex l ilting tlie \ideo and 
audio -laiidards of l\ stations lepie- 
-ented i)\ \FA . Spot Sales is a\ ailal)lc 
to aiieiicie^. 

Alaiuial contains: I 1 ) a condensed 
text of the NAHTH Code: (2| siig- 
gesled lengths of ad\eitisliig messages 
for \aiioii> program lengths: (3) film 



specifications for 1U-, 2U-, and 00--ec- 
ond commercials: (4) sj)ecifications 
for slides and telojjs: (3 I la\ out illus- 
trations for lO-second almouncement^ 
with shared identifications. 

Copies of manual are a\ailahle from 
-Marget (k-rtz. luanager of commercial 
requirements. WiC ^pot Sales. \eu 
^ ork Cit% . 

Atler :ill-iiiiie recoril iiatioiuil 
radio hiKsniess in October and 
\o\eml)er. many jteople lia\e been 
wondering \\ hat's going to happen in 
1957. According to Robert E. East- 
man. exccuti\ e \ .j). of John Blair 
Co., campaigns ahead) being jnir- 
cha^cd to start in Januar) are insur- 
ance that the national advertiser's ap- 
preciation of the mediuiTi and its sale> 
eflecti\ euess is more than just tem- 
jjorar). \dvertisers like Li^M Cigar- 
ettes, \\a\erl\ Eabrics. Molle Shave 
Cream and Header's Digest ha\c al- 
iead\ placed orders for 1957, he notes. 

(iill-lN'Tini will represent WJPD- 
T\ ( Ch. 35 I . Eairmont. \\ .\ a., whieb 



goes on the air 1 Jannai\ 1957. . . . 
Cluirles lieriinrd & Co.. Aew York 
City, has joined the SRA. . . . Thi^ 
brings total SKA member firms to 17. 

Frnnk rSavarro, seeretiiry of In- 
U»r-Aiiiorican Pnhlioalioiis. Inc. 

(representatives of Puerto Rican radio 
stations and W KAQ-TV, San Juan), 
says that Puerto Rican families are 
late-ino\ ie conscious, paralleling inter- 
est here. There's hea\y emphasis on 
s\ndicated film in Puerto Rico as well. 
Pliil Silvers will be next 1 . S. import 
on scene in about a month. 



ASSOCIATIONS 

Station promofion men 
hold firsf convention 

The Broadcasters' Promotion asso- 
ciation holds first comention Friday 
and Saturda\ (16-17 No\eniber) at 
the Sheraton Hotel. Chicago. Sched- 
ule, below, as of j^ponsok presstime 
indicates tremendous scope of meeting, 
the first of its t\pe in the industr\. 

Friday sessions include: 

8:45 n.ni. Opening, outline of pur- 





Because Toledo has trains. So does 
every city, you say? Sure . . . but 
Toledo has so many trains, it is the 
nation's third rail center. And in ad- 
dition to transportation, Toledo is 
listed among the leaders in 11 of the 
19 industrial classifications! 

Along with Toledo, only WSPD-TV 
gives you maximum 316.000 watt 
power for complete saturation of 
Northwestern Ohio's 23 county billion 
dollar market. Call Katzl 

STORER STATION 



WSPIM-TV 



L E D O 



OHIO 
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It's arliially ea^y to save — when you Iniy Series E 
Savings iionds tinoiigii tiie i'avroii Savings I'lan. 
Once you've signed up at yf)ur ()ay office, your 
saving is done for you. Tiie iionds you receive ()ay 
good interest— 3<~f a year. coni()oiin(led iiall-yearly 
ulien iield to niaturitv. And the longer you Iiold 
tlicm, tlie hetter \o\.\x return. Even after maturity, 
tliey go on earning 10 >ears more. So lioid on to 
your Bonds! Join i'a>roH Savings today or ijuy 
Bonds ulicre vou l)ank. 



Why the killer came 
to Powder Springs 




XllE SKINNY little Texan who drifted into 
Butch Cassidy's lavout £it Powder Springs 
one da\- in '97 harl deaddevel eyes, a droopy 
mustache, and two six-guns tied dow n for the 
fast draw . Called himself Carter. Said he was 
a killer on the rmi. 

That's why Cassidv and the outlaws in his 
notorious W'ihl Bunch told him all ahont the 
big future |)lans for their train robbers' s\ n- 
dieatc. Thev took him in. 

A\\(\ lie took them in. He was a range de- 



tective who 



se re 



al 



name was a legend in 



the 

West — Charlie Siringo. And the information 
he got before he (]uietl\ sli|)])e(l awav 
stopped the Wild Bunch for a long, long time. 

Of course. Siringo knew all along that if 
CassifK or the others had discovered the 
truth, thev'd lune killed him sure. But it just 
never vvorrierl him anv. 

You couldn't scare Charlie Siringo. Cof)l- 
est of cool customers and rawhide tough, he 
had the go-it-alone courage it takes to build 
a |)caceable nation out of \\ ild frontier. That 
brand of courage is |)art of America and her 
people — jiart of the countrv's strength. And 
it's a big reason why one of the finest in\est- 
metits vou can lav hand;- on is \merica's 
Savings Bonds. Because those Bonrls are 
backctl bv the independence and courage of 
IG") million \mericans. So \n\\ U.S. Sav ings 
Bonds. Buy them confidentl) — regularlv — 
and hold on to them ! 



Safe as America — U.S. Savings Bonds 



The U.S. Government does not prn for this odn-rtiscmrnt. li i.* donatrfj l>\ ihis puhlirntion in coopi'rution uiih the 
Advertising Council and the Magazine Publishers oj America. 
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poses and fonnalion of aspocialion. 

I Teinporar\ Coiiiiiiillee for the A?- 
sorialion in( Iut]e>: Charles \. \\ ilson, 
W CA A.M-T\ ; John M. Ke\s, \\M5Q 
Tom I)a\N>on, W BHM-TV: 
KU Ileiin, W BKB: ami Robert Peel, 
W IM). all Chieago.) 

9:'H) a.m. Ilou to promote the 
sale of time. Speakers will he: Fred- 
eriek Greg- ^&R: Gil Rerry. WIBC, 
huliaiiapoiis; Donald D. Davis. KMRC 
AM-T\\ Kansas City. Moderator: 
I)a\ e Partridge. \\ e?liiig!iouse Hroad- 
easlhig. 

11:00 a.m. (a) DifTerences he- 



tween selling tv and radio time. Speak- 
er: Weils Barnett, Blair, (h) Does 
job of selling timebuyer differ from 
selling client and account executive? 
Speaker: Arthur Bagge. Peters-GrilFm- 
W'oodward. (c) Sales promotion most 
helpful to reps in selling time to agen- 
cies and ad\ertisers. Speaker: Dud- 
ley Brewer. Branbam. (d) Importance 
of station contact and promotion 
among local and regional !)rokers, job- 
bers and distributors. Speaker: Dwiglit 
S. Reed. II-R Reps. Moderator: Larry 
Webb, Station Representatives Assn. 
I :00 p.m. Selection of markets 



Only :( -^^^ irsunshine reaches more homes 

in thisX^ILLION DOLLAR MARKET 




© WBRZ-TV 



AUDIENCES ?i£ MARKETS 



from 5 p. m. to sign-off — Monday thru Friday 
WBRZ rated highest in 125 quarter hours out of 
a total of 149. 




— from 12 noon to 3:30 p. m. — Monday thru Fri- 
~ day WBRZ rating tops all others combined. 

from a study by American Research Bureau, Inc., encompassing 
37 parishes and counties in Louisiana and Mississippi. 



WBR 



channel 



z 



BATON ROUGE, LOUISIANA 



Power: 

100,000 watts 
Tower: 1001 ft. 
NBC-ABC 

Represented by Hollingbery 



for broadcast media and information 
stations ean best supply. Speaker: Dr. 
Leonard Kent, Xeedham, Louis & 
Rrorby. 

2:00 p.m. Evaluation of audience 
rating system. Speakers: James W. 
Seiler. ARB; Wilham Wyatt, Nielsen; 
Frank Stisser, Hooper; Dr. Sydney 
Roslow. Pulse. Moderator: Dr. Sev- 
mour Hanks, Leo Burnett. 

3:30 p.m. Audience promotion. 
Speakers: Foster 11. Bro\\n, KMOX, 
St. Louis; Jeo G. Hudgens, KRXT 
AM-TV. Des Moines: Bruce Wallace, 
WTMJ AM-TV. Milwaukee; Edward 
Viallis, KYW AM-TV, Cleveland. 
Moderator: Gene Godt. WCCO, Min- 
neajjolis. 

Saturday sessions: 

9:00 a.m. Merchandising coopera- 
tion pros and cons. Speakers: R. S. 
McDonald, Quaker Oats Co.; Donald 
P. Xathanson. North Ad\ . : Max E. 
Buck, WRCA-TV, New York. Modera- 
tor: R. David Kimble, Grey Adv. 

10:30 a.m. Round table discus- 
sion on (1) Independent radio station 
promotion. Table Leader: Sam Fiber. 
W ERE, Cleveland. (2) Uhf station 
promotion. Table Leader: Robert 
Van Roo, \V\IX. Milwaukee. (3) Pro- 




YOU'LL SELL 
MORE ON 
CHANNEL 4 

in the El Paso 
Southwest! 



I 

i 



• KROD-TV dominates El Paso 
County* 

• KROD-TV is the only station 
to reach Alamogordo (set 
penetration 80%) and Sil- 
ver City (61). 

• 98% reported Excellent or 
good reception for KROD- 
TV in Las Cruces (81.3 
penetration) while only 10% 
reported the same for sta- 
tion "B" 

•March 1956. Tclepulse ind Telepulse on 
lot (wnoishlp. 



KROD-TV 

CHANNEL 4 

EL PASO TEXAS 

CBS - ABC 



AFFILIATED with KROD-600 kc (SOOOw 
Owned Cr Operated by El Paso Times, Inc 



■Up. KUtienally by thi BRANHAM COMPAMT 




7(J 
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HOW HEALTHY IS A WELL 




A TEXAS oil man descended on his dentist 
with considerable trepidation, having 
stayed away for several years. "Look me over 
good, Doc. I don't get over this way very 
often," he instructed. 

The dentist wheeled up his big guns and gave 
him the works. He peeked and peered, probed 
and pushed, poked and picked. He x-rayed. 
He surveyed. He studied. Finally, non- 
plussed, he said, "Your teeth are in prime 
condition. I can't find a thing wrong." 



The oilman considered this in silence for 
several seconds. Then he reached a conclusion. 
"Go ahead and drill irregardless. I feel lucky 
today." 

Folks who drill on KGNC strike. 



K G N C J 

'i^Amarillo 




NBC 
AFFILIATE 



AM: 10,000 watts, 710 kc. 
TV: Channel 4 

Represented nationally 
by the Katz Agency 



SPONSOR • 17 NOVEMBER 1956 



71 



miitioii cilalidiis. ;iu;iios and 

r()niji('lili<)ii>. Tal)le Leader: Dunald 
I). Dinis. KMHC A.M-'l'N. Kansas City. 

1^1 Trade pajK^r advertising. Table 
leadei : K. I)a\id kinihle. (irev \dv. 

Si Featnre-s\ ndiealed fdni promo- 
tion. Tal)le leader: Joe M. IJaiscli. 
W l{i;\-T\. Koekford. 111. 

12:00 Noon. Luneli and bnsiness 
>es--ion. election of olheers. 



Farm directors hold 
13th annual convention 

National \ssoeiation of I elc\ ision 
and Kadio l-arni Directors will hold 
its 13th annual c()n\ention at the Con- 
rad Hilton Hotel. (.'Iiicago. 23-25 No- 
\ end)er. 

Highlights include: I I) dcnionstra- 
tinn of color farm t\, (2) new methnds 
in faini radio-t\ programing, (3) 
sales and promotion aids for farm 
hroadcastcrs. ( 1 I election of new olTi- 
cers. 

TV STATIONS 

San Diego Safeway allows 
first tv star appearance 

San Diego Safeway stores broke a 
long-slandiug rule when ihcy reeenlly 
asked local tv personality Johnny 
Downs to make a personal appearance. 
Wave of coiisnmer deniand for Fla\-I! 
straws, one of Downs' sptjnsors on his 
KFS1)- I \' show, is credited w ith caus- 
ing Safewa\ policy re\ersal. (Fla\-I! 
Straws' Iv sncces> was outlined in () 

August SPONSOK. I 



'\ \ star's appearance brought crowd 
of ()\er »i\ thousand to three stores in 
one daw Johnny Donns Express i- 
kid show featuring "Popcve' and 
Lo()ne\ Tunes cartoons. 

KTN'U. I)en\er, had tiesigned a 
rate card with pictorial sales storv eni- 
[ihasizing MGM feature fdm schedul- 
ing. .Station carries features three 
times a dav acr((SS-the-l)oar(l. . . . 
W'li.AP-TV.' I'ort W orth. is using car- 
toon character as host for its Movie- 
lime. L S/t. Mr. McMo\ ie. designed hv 
station lartoonist Johnn\ Ha\. dresses 
to fil the mood of each da\'s fdm. 

Four CIJS-ou lied station promo- 
tion and pul)licit\ directors held a re- 
cent New ^ ork meeting to work out 
plans for promoting the MCM feature 
l,ackagn>. WCBS-T\ . \ew York: 
WP.nNFTN. Chicago: WXLX-TV. Mil- 
waukee and W'HCyP. Hartford have all 
bought the premium m()\ ies. Meeting 
[)lotted extended use of new spaper. t\ , 
radio, car card and outdoor ad\ertis- 
ing for the 723 fdms. 

TIk' l>i•^ feature iiliii s|»l:(.sh is 

iilso reflected at KDKA-TV. I'itts- 
burgh, w ith new scheduling of nio\ ies 
in the 1 to 2:30 p.m. time slot: at 
\\ S V\ -T\ , Harrisonburg, \ a., which 
has bought three new feature ])ack- 
ages, bringing their total to 580 first- 
runs for the area: at W'l'IX, New 
A ork. w ith the nnuoniiC(-ment of its 
sixth national sponsor. Minute Maid, 
for \T \ network nio\ ies; at K.PHO- 



T\ , Phoenix, which has added another 
features show. Movie Masterpiece, to 
make a total of fi\c a week —with more 
to come: and at KO \- lA'. Den\ cr. 
with the addition of an early (10:00 
a.m.) Sunday morning feature fdm 
show. 

KIIOA-TN. Quinc\-. Illinois, is using 
a clever good-will idea — has kids vi-- 
iting its Cactus Club show sign a rec- 
ord book. On Christmas and birth- 
days each child gets a greeting card 
from the station. Sponsor is Prairie 
Farm Creameries. 

Local color notes: W TOP-TV. 

Washington, D. C, is now originating 
color film: first showing was full- 
length feature. W -TX, Oklahoma 
Cit\, and Dulaney's. local RCA distrib- 
utor, ha\ e cond>ined to put on an hour- 
long across-the-board local color show, 
Ciant Kids Matinee. It's designed to 
gel the child audience to wheedle par- 
ents into their nearest RCA st(jre to 
get contest rules and entry blanks. 
Advertiser is prepared to spend S17.- 
000 on program to increase color set 
sales. 

RADIO STATIONS 

Music-and-news critics 
assailed by WBC's McCannon 

In a talk before the New Jersev 
15roadeasters Association. Donald H. 
McCannon replied to critics of nmsie- 
news format for radio stations. He 
pointed out "tremendous acclaim" by 
the public and added, ■'Xobod\ likes 
music and news but people. ' The 




Produces meaty results 



For Kiii'liiiK "ut sales, you can't beat WXlx! 
.So says one of Milwaukee's leadinp producers 
of quality sausages. Liiikinp uppcd business to 
his weekly half-hour projjrani on wxix, Charles Schaaf, 
liresidenl of the Schaaf Sausage Co., frankly admits: 
'llrRiiHn have been inoKt jjrdlifniiii/. Wider distribution and 
ales are in no small way attributable to our television 
• dverlivinK. Ratings have been constantly growinj;. HiKh 
quality w'Xix proKrammint: and i)roduction have helped 
cU Schaaf's to Milwaukee." Moral: Your jruritt sales 
problems arc solved on hiKh-Krade, low-cost wxix 



!. ^^ ^^ 




ens Owned • Chantiel 19 • Milvauhee 
Hi lirmeiited lii/CIIS Televiiiion Spot SatcB 
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WCAU means magnetism 

PHILADELPHIA 




This woman enjoys housework. And WCAU Radio is why. She's part of 
its huge captivated audience that laughs and sings and muses 

and chuckles through daily chores. In Philadelphia, you see, when 

the lady of the house is at home, she turns to WCAU. We know because 

Pulse indicates, report after report, the top five women's participating 

programs are all on WCAU Radio. That's WCAU magnetism for you. 

WCAU, WCAU -TV The Philadelphia Bulletin Radio and TV stations. Represented nationally 

"^y CBS Spot Sales. By far Philadelphia's most popular stations. Ash ARB. Ash Pulse. Ask Philadelphians. 
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\W~liiijilinu-(' lir(ni(lra>linf: Co. presi- 
dent aUo scored sugjreslions for second 
ela^s lieenx's oi' reduclion of power for 
the t\pe of operations some ha\e la- 
lieled "electronic jukebox" broadeast- 
in^^ 

Mctlannon >ketclied pre^ent-da\' ra- 
dio as a local and "personal ' medium 
and cited prosjierit) on the local le\(d 
as well as in national spot. According 
to McGannon. onl\ iietwoik radio can 
he labeled as "d\ ing."' 



Sl'^^'ll W ;isliiiij!;loii. I). C radio 
st;ili<»iis combined to honor (jne de- 
partment >tore for "continuous and 
producti\e use of radio in the area. ' 
lMa(jue was presented to Woodward 
& Lothroj) bv W'W'DC. WrOP. W'RC, 
W PIK. WMAL. WGM.S and WGAV. 
. . . KLAC. Los Angeles, which has a 
studio in a local record store window, 
has added a train display promoting 
Southern Pacific. The railroad runs a 
schedule of 91 announcements a week 
on KLAG's di^k jockey shows. 



(Jill' week alter a«l«>])tiii<; a l»»cal 
tmisie-iiews format, W 0\\ 0, Fort 
\\'a\ne, got 31,600 replies for its 
bushel of peaches drawing. The same 
contest was held last year with only 
1 7.295 entrants. 

WBAL, Baltimore, has signed Gnn- 
ther Brewing to sponsor all regularly 
scheduled games as well as some ex- 
hibition bouts of the Baltimore Orioles 
for 1957. Big promotion caiiipaign is 
already on the drawing boards. . . . 
KWISU. Corpus Christi, is planning 
to change call letter on 1 January. 
\ovel contest ask> listeniMs to "name 
the station." 

WIil\ Charlotte, new sales jiresen- 
tation, "Why just j)aint the town,"' 
stresses population is spread evenh 
throughout the Carolinas and points 
out pitfalls in the Standard Metro- 
politan Area system of buying station 
time. . . WDKC, Hartford, new pro- 
motion offers listeniM's a mending kit 
enclosed in a match book cover. Sta- 



The Biggest 




in Detroit! 



CELEBRITY INTERVIEWS 




TEEN AGE HOST 



BUD DAVIES draws crowds wherever he goes . . . whatever he does. 
And on CKLW radio and CKLW-TV he receives hundreds of letters each 
day requesting everything from a fan club cord to the products he adver- 
tises. Bud's 'teen ager audience influences the buying of everything from 
charm bracelets, to some improvements, to soft drinks, in the Detroit 
market. If you want to sell it . . . let Bud tell it. 



CKLW-TV 

Channel 9 

325,000 Watts ' 



CKLW 

800 KC 

50,000 Watts 



GUARDIAN BLDG. • 

ADAM YOUNG, INC. 



DETROIT 26, MICH. 

National Kepro ten f a f i ve 



tion's Russ yaughton Show is plugged 
on cover. 

Keystone IJroadcasliiijr has add- 
ad 10 new affiliates: KDQX, De Queen. 
Ark.: KICO. El Ccntro, Gal.; WHBX. 
Harrodsburg. Kv.: WXKY. Neon. Ky. ; 
W.MBC. Macon. '.Miss.: KDBM. Dillon. 
-Mont.: K Q 1 K . L a k e \ i e w . Ore.; 
WEMP>, Krwin. Tenn.: KTUT, Tooele 
City. Utah; and WMNA, Gretna, Va. 
Kc\ stone affiliates now total 913. 

WnW Washington. N. C, is send- 
ing out a promotion "Southern style." 
Gift package of grits extols the rich 
southland market, sub! . . . li.AB, 
Canada, shows radio set sales up 
16.7' r for January -July 1956 com- 
pared to same period in 1955. 

FILM 

Trans-Lux sells WBC 
ail Encyclopaedia films 

W^cstinghousc Broadcasting Co. has 
bought the entire Encyclopaedia Bri- 
tannica fdm library from Trans-Lux. 
The 650 fdms will be used by WBC 
throughout all categories of tv pro- 
graming on its stations' commercial 
shows. 

Plans also call for a separate scries 
to further utilize the educational pack- 
age. However, integration into present 
bhows is a new programing idea to 
watch. WBC could, for example, in- 
clude the luiCN clopaedia film on the 
history of the Suez Canal in newscast.^ 
dealin": with the cnri'ent Near East 



crisis. 

EcoiKMiu'e TV. 

will now function as 



Ziv rerun outlet, 
a full-scale divi- 




' — but my audition on KRIZ Phoe- 
nix proved that 1 am more captivat- 
ing orally than visually!" 



71 



SrONSOH • 17 .NOVEMBEU 1956 



: ^ WAFB-TV has top 

"Rep'utation for leadership 
] in Baton Rouge 




Latest survey shows:* (1) WAFB-TV carrying 7 of the top 10 weekly shows; (2) 
WAFB-TV has the highest average "Class A" rating in Baton Rouge. 



1 WAFB-TV has top 
'Rep'utation for promotion 

that's second to none 



WAFB-TV has just won its third FIRST PRIZE in national program promotion con- 
tests in 18 months — (there have only been four such contests). 



. WAFB-TV has a new 
'Rep' for national sales 



BLAIR ^^2d^ ASSOCIATES 



BLAIR Television ASSOCIATES have 10 national offices, represent TV stations 
exclusively. We are sure they can give our advertisers and their agencies the same 
outstanding service that has won us national recognition. Call your nearest BLAIR 
Television ASSOCIATES office for top service on Baton Rouge's first television 
station! 




WAFB-TV 

affiliated with WAFB, AM-FM 



200,000 WATTS 



c»\l^ AUMTJEMIMKSEIF 




r 



•IjCoii Taylor, 510 
West 141th St., 
N.\.C. 



- SEST FOR NEGRO PROGRAMS 



WWRL'S PERSONALITIES SEIiIi 

more men handisc for sponsors by: 
n.liv.riiii; tlic largest NEGRO 
AUDIENCE for your pri duct. . . . 

Siii)i)ortinR yi>ur schrdulo with a 
^,;lVViiS^■ ot CONSUMER ADS. . . . 

MERCHANDISING CREWS work 
full tinif ill SupcruKirket s and druK 
stor. s for you. . . . FREE. . . . 

LOW SELLING COST of 12c per 

tliou^ ,1 1 d. 

call or write 

WWRL 

Woodside 77, New York City 
Tel — DEfender 5-1600 




Welcome Guests 
in 490,000 Homes in 
Wesfern New York* 



•Plus a bonus of 485,000 
Canadian Homes 



WGR-TV 



Nat. Reps. FREE & PETERS 



MOii ululor new realigiunent : aoi uss- 
tlie-hoaid use of reruii.s will be pushed. 
I^conoiiice now has 1 1 rerun series 
going on 175 stations. . . . I\»)l»<'rl O. 
Davi.s. \.p.. II«)nig;-C»n)j)<'r. su|)er- 
vises the Star-Kist Foods phase of the 
Sherif] oj Chocln'se campaign in the 
western states. (Erwin W'ase\ \\as 
identified as Star-Kist agene\ in re- 
cent is>ue.) 

Intrrslate TV has again started 
shooting on its Sabii series featuring 
the now grown-up jungle ho). . . . 
Sermi Ceiiis* new serie.-i going into 
production at the end of this month is 
The Shape, the Face and the Brain. 

MTA net income for the )ear end- 
ing 31 July was $4-11,077 coni|)arcd 
with a deficit for the preceding 12 
months. Exhihition contracts totaled 
$5,793,975 this year against $2,386.- 
915 the prev ious year. Film rentals 
reached $3.ol<'1.627 coiii|)ared with 
$1,417,515 for the 12-monlh period 
ending 31 July 1955. \T.\ has also 
extended its production agreement 
with Desilu. l\ew plans call for at 
least six new film series to he pro- 
duced h\ Desilu Productions. 

Screen (ieiiis^ I/olh u ooJ Mystery 
J'arade jiackagc of 52 features orig- 
inally indduced in the middle of the 
194()'s is heing released for local sale-. 

ew \()rk, is fust hn\er. 
. . . Atlantic 'V\ has jn>t passed its 
eighth birthday. Film outfit has grown 
from a librar\ of 12 features and 12 
Westerns to 200 features and 31 
\\ esleius. 

TI'A has expanded its iuleriialioiial 
division and now will handle all its 
own foreign sales. Jaeqiies Brnnet. 
lieadquarlcring in Paris will rcjiresent 
the film outfit in France. Luxembourg. 
iMoiite Carlo and North Africa. Vin- 
cent Uamos will work on Latin Ameri- 
can accounts from the New York olfice. 

(iuihl I'^ilnTs Kingdom oj the Sea. 
color documentary, has rt^gistercd six 
sales in its first week owl on the mar- 
ket. . . . ViA'' 'P('l»'\ isittii I'r»)»lin"- 
ti»»iis has started mertdiandising tie- 
n|)s on its My Friend Flicka series. 

K»l»ly Arnold Tiitu' has been 
bought b\ S.S.S. Toiiie for iialional 
s|)()t booking. W all Schwinimer is the 
distributor. . . . Vi'HKB. ("Iiirafio. 

has bought the 712 package of RKO 
h^atiires. Proiiiotiou plans will be 





CANADA 

DISCOVERS 

HIDDEN 

MARKET 

IN PHOENIX 



As an experiment, Mr. Lloyd Canada of 
the Stitchmatic Sewing Machine Center first 
advertised his machines IN SPANISH over 
Radio KIFN on Sept. 19. Immediately his 
sales to Spanish-speaking customers rose 
. . . from a maximum of 2 sales a week to 
a current average 7 sales a week! 
You, TOO CAN DISCOVER THIS "HIDDEN 
MARKET!" Sell your products in Spanish 
over KIFN— Central Arizona's ONLY full- 
time Spanish-language station! We Trans- 
late your sales-messages FREE. Production 
spots available! 



NATIONAL TIME SALES 
370 Lexington Ave. 
New York, N. Y. 



HARLAN C. OAKES 
672 Lafayette Park Place 
Los Angeles, Calif. 



KlfH 

860 Kilocycles • 1000 Watts 
REACHING PHOENIX AND 
ALL OF CENTRAL ARIZONA 
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For ne^ATS alDouit sp>orts, OinoirLnatiarLS otioose 
Ed Kennedy on WKP^O's "SjDorts Viaes" 




It's true what they say about Ed 
Kennedy. Sports fans in the greater 
Cincinnati area listen to him loyally. 

The only trouble with this outstanding 
example of WKRC talent versatility is 
that sponsors also know about him. 
He's never been without one! 

"Why publicize Ed Kennedy?" wails the 
Sales Department. "He's always 
been sold." 

Well, smart time buyers know that 
wherever you find a listened-to program, 
you can also pick up some good 
availabilities from time to time— even 
if you have to wait for them. WKRC 
RADIO has such programs— thanks to 
Ed, who's also Program Director. 
Get the facts from Katz! 



Leads All Day! 




A TAR STATION . Exclusive CBS Schedule. 
Represented by the Katz Agency 

FOR CINCINNATI, THERE'S ANOTHER KEY 



P^eidio 



in 



IT'S WKRC TV 



Ken Church, Vice President and National Sales Manager • Don Chapin. Manager, New 
York Office, 550 Fifth Ave. . RADIO CINCINNATI, Inc., owners and operators of WKRC 
Radio and WKRC-TV in Cincinnati, and WTVN Radio and WTVN TV in Columbus, Ohio. 



^^^^ 
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PEMNSvmMIA'S 
IMVOURPICTUEE 




WJAC-TV is the Number One 
Station not only in Johnstown, 
but in Altoona as well, and this 
one-two punch covers an area 
that rates 4th in the rich state 
of Pennsylvania, and 28th in 
the entire country. 

Well over half a million (583,- 
600 to be exact) television fam- 
ilies look to WJAC-TV for the 
best in television entertainment. 

Add to this the free bonus of 
WJAC-TV coverage into Pitts- 
burgh, and you have a total 
market for your sales message 
that just can't be overlooked, if 
you really want to tap the po- 
tential of Southwestern Penn- 
sylvania. 



ygMlSlONS FROM 
>TC)PTHEAllfGHENIES 





JOHNSTOWN -CHANNEL 6 



Get full details from your KATZ man! 



"niost extensive ever undertaken" by 
W'BKB. and inelude personal appear- 
ance of award winning actress. Donna 
Reed. 



RESEARCH 

CBS Research sells 
Housewives' Television" 

"Honsewi\ es' Tele\ ision" offers big 
audiences at low cost and great fre- 
quency according to CBS TV researcb 
report. 

Profile of tbe bousewife audience 
re\eals tbat tbe vounger tbey are. tbe 
more likely tbey are to ba\e tv sets. 
Under 35 jears, 81 ""f do. From 35 to 
44. tbe percentage drops tbree points: 
over 45 tv penetration goes down to 
68 /r. ^ be outline also finds tbat tbe 
larger tbe faniih. tbe more likely it is 
to own a tv set. 

Figures on repetitive impact sbow 
(for CBS TV programs) episodes seen 
by tbe average bome total 2.5 per week 
and 5.7 per montb. Significance of 
repetiti\e impact is revealed in sbop- 
ping statistics: 51.4% of bonsewives 
watcbing daytime tv go to tbe store 
every day of tbe week. 



A Negro Market Newsletter will be 
publisbed on a regular Avcekly basis 
starting 19 November by tbe J. Wil- 
liams y\genc). New York. Tbe news- 
letter will also bave a niontbly full- 
page supplement, first of whieb will 
deal witli radio and be issued in mid- 
December. Mr. Williams says radio 
will be treated first because it is tbe 
newest tbiiig in \egro marketing, bas 
cliaiigcd tbe tone t)f tliis specialized 
field, and tbere is more interest in ra- 
dio tlian in newspaper advertising be- 
cause radio is less costlv. 



Do viewers tune out 

your commercial mentally? 

Harry Wayne McMaliaii. Institute 
for Moli\ational Keseaicli tv consult- 
ant, sa)s llic 210 or more Iv coiiinier- 
cials aired pci week are beginning to 
fall on deaf cars and blind e\ cs. '"Se- 
leeti\c inaltcnl ion" is bis term for tliis 
new lcle\ision disease. 

McMalian feels tlic ''ps\ cbological 
tuni-olT' caused l)\ loo many commer- 
cials presents an increasing problem 
for ad\ertiscrs. Soliilion 



greater deptb to determine holding and 
penetration jiower of commercials. 

Filiiiack is now offering free story 
board forms for planning and produc- 
ing film commercials. Forms include 
separate panels for video, animation- 
backgrounds, audio and timing. . . . 
Transfilni cites Eastern film produc- 
ers' ingenuity as weapon overcoming 
studio space problem. For Speidel 
W^atcbbands. tbe commercials outfit 
overcame a sliadows problem by con- 
structing a completely upside down 
set. Camera rig, weighing several hun- 
dred pounds, was also mounted upside 
down to film tbe watchband hanging 
overhead. 

Jack Boyle, president of Qualita- 
tive Researcb, outlined scientific use of 
telephone in modern research in talk 
before tbe American Marketing Asso- 
ciation. Over 72% of all families now 
ha\e telephones and in chief markets 
the figure goes up to 88%, according 
to Bo)le. Further advantages include 
results within 48 hours, lower "refusal 
rate." and use of impersonal telephone 
as likely to bring forth more frank 
answers. 



STOCK MARKET 

Following stocks in air media and 
related fields will be listed each issue 
with quotations for Tuesday this week 
and Tuesday the week before. Quota- 
tions supplied by Merrill, Lynch, 
Pierce. Fenner and Beaiie. 



tcsling m 





Mon. 


Tues. 


Net 


Stock 


5 Nov.* 


13 Nov. 


Change 


Sew 


York Stock 


Exchange 




AR IT 


2VA 


23% 


- 78 


AT&T 


170 


170V^ 


+ '/s 


Avco 




6 


- H 


CBS "\"" 


30-7.S 


29% 


-1 


Coluiiihia Pic 


18's 


18V{, 


- ?i 


Loc^^ 's 




W, 


- ¥i 


Paramount 


31->s 


29% 


-2 


\\C.\ 




37 




Slorcr 


27 


23% 


-I'/s 


2()lh4->>x 


25 


21. 


-1 


\\'aincr Bros. 


20"; 


27 


+ '/« 


^\ I'stiii^lioiisc 




SIM- 


+ % 


Amcrirnn Stock- i 


'•J.xchangc 




Mlicd \rtisls 






- '/s 


C&C Super 




I'fs 


- Vs 


( innvcll-Collier .i 


r> 




l)u Mont Lai) 


s. r,^i 


5 


- ?i 


(iiiilil Films 


2'.s 


3 


+ Vx 


NTA 




8V, 


- Vi 


•Slock KvcliHiiKi" 


rIi>so<I Tuesday, 


ckN'limi (lay. 
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(Left) John Daly 
American Broadcasting Company 

(Center) Douglas Edward* 
Columbia Broadcasting System 

I Right) John Cameron Swayze 
Xalional Broadcasting Company 



We noMV Siviteh 



In the split second after one of these famous 
commentators completes this sentence, you and 
millions of other viewers are whisked to W asli- 
ington or Los Angeles or anywhere else news is 
popping. The electronic miracle of television has 
given you a center aisle scat on the passing scene. 

But hehind this miracle arc the skills of Bell 
System and network technicians. These highly 
trained craftsmen hlcnd the technical ability of 
an engineer with an actor's unerring car for cues. 

Precisely on cue, push buttons are operated to 
make the connections that switch the television 
scene from one city to another. And Bell System 



technicians are receiving cues from several net- 
works at ouee. 

To help them, the Bell System receives operat- 
ing instructions from the networks which give all 
the necessary information on switches. This in- 
formation is sped to 130 Bell System television 
operating centers throughout the nation by private 
line telephone and teletypewriter systems. 

This co-operation between network and tele- 
phone company . . . and the teamwork along the 
Bell System lines . . . assure the American viewing 
public the smoothest programming and the best 
television transmission it is possible to provide. 



KKLL TKLKPIIOXK SYSTK.>I 

Providing transmission channels for intercity television today and tomorrow 




SP0i\S0r{ • IT iNOVKMBKU 1956 

I 
I 



79 



nothing succeeds like success! 




out in front . . . 

WFIL-TV CARRIES MORE SPOT ADVERTISING 
THAN ANY OTHER PHILADELPHIA STATION 

10.3% more than station B 
24.4% more than station C 

Local and national spot advertisers know where sales 
are made in Delaware Valley, U.S.A.— that's why they 
choose WFIL-TV by a substantial margin. 

Source BAR, July, 1956 




WFIL-TV 

PHILADELPHIA, PENNSYLVANIA 

CHANNEL 6 

ABC TV •• BLAIR TV 



opAraled by: Radio and Tslsvlslon DIv. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa. 
WFIL-AM'FM'TV, Philadelphia, Pa. / WNOF-AM-FM-TV, BInghamton, N Y. 
WMGO-AM. Harrleburg, Pa./WFnO-AM'TV. Altoona, Pa. / WNHC-AM- FM .TV, New Haven, Conn. 
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What's happening in Government 
that affects advertisers and agencies 



WASHINGTON WEEK 



17 NOVEMBER 

Copyright 1956 
SPONSOR PUBLICATIONS INC. 



Bureaucratic Washington — especially the FCC — ajipears this week to be any- 
thing but laboring under the delusion that the 6 November elections will con- 
tribute to peace of mind. 

To the contrary, the feeling is that the critical pressure from Congress will be 
greater than ever. 

The FCC, which has been bearing the brunt of Congressional needling the past two 
years, is now afraid that not only will it continue to get it from Democrats but that some 
llepubbcans may get into the act. 

Obviously, the Repubbcan committee members are unhappy at not being able to re- 
capture Congress in face of President Eisenhower's overwhelming victory. 

And FCC anticipations are that G.O.P. legislators will press for policy changes 
that will ijut them in a stronger position when they next have to face the voters. 

Hence, conceivably, Repubbcan members of such groups of Senate Commerce Commit- 
tee, House Anti-Trust Subcommittee, and House Small Business Subcommittee may start lean- 
ing toward the Democratic position that the FCC hasn't been too diligent toward monopo- 
listic practices. 

This change of attitude may be felt all down the line, also taking in such bodies as the 
Federal Trade Commission and the Justice Department. 

The Democrats, trying harder to prove a case, will seek reinforced reports on last ses- 
sion's hearings and point the finger of criticism more sternly at the agencies. 

With this double pressure, the upshot is certain to be more drastic action by the agen- 
cies, with the tv networks consiiicuously affected by this adverse trend. 

• Justice, for instance, will be pressured to hurry up antitrust indictments against the 
\vebs before the next Congressional elections. 

• The FCC will be pushed to act on adverse comments contained in the final repoit of 
its network study group. 

• FTC will be called upon to patrol monopoly and false advertising fields more strenu- 
ously, and will be asked to take more searching looks at network discounts to big advertisers. 



FTC has struck at Roto Broil and General Home Improvement Company, 
Brooklyn, with charges of misrepresentations. 

Koto Broil was cited for misleading price information in its radio-tv, ne\vspaper, and 
magazine ads. The company, it \vas alleged, made up fictitious list prices so that the prices 
cited to consumers looked Mke bargains. 

General Home Improvement was accused of using bait-and-switch advertising to sell 
aluminum storm windows. When a prospect responded to the company's ads of $8.80 for 
storm windows, the salesman would beUttle such windows and insist on selling higher-priced 
wares. 

FTC also took a swipe at the company's alleged abuse of the "mystery melody" device 
on radio. 



FCC during coming week will consider the long-dormant clear channel case 
and may decide to go ahead with it. 

Meanwhile, the daytime radio stations, main opponents of clear channel giants, have 
been hit from another quarter. 

Class IV broadcasters, now limited to 250- watt power, say the daytimers are able to do 
well commercially with their 1-KWs. The Class IV group is asking the FCC for an increase 
to 1 KW so that they can compete. 



! SPONSOR • 17 NOVEMBER 1956 

I 

I 



81 



SPONSOR'S FIRST 10 YEAR! 



NOTHII 



Every year for a full decade SPONSOR has gone up in advertising pages. 

J, •. . *" . ■ • 

How high will it go as a weekly? ' 



advertising pages. 





1946 



1947 



682 I 889 I 951 I 1251 1 13 



1948 



1949 



1950 



1951 



10 years ago SPONSOR appeared on the broadca 
scene with a sparkling new concept — a use magazin 
beamed 100% at air-minded agencies and advertisers. Ii| 
the decade recently completed its impact has been full] 
felt and its concept fully tested. Nothing speaks loudcj 
than results, and the ladder of uninterrupted growt]| 
shown on these pages underscores sponsor's progress 




As SPONSOR goes into its second decade it has unveiled 
an extension of its use concept. It has expanded the use 
article formula in which it is expert to a striking new form- 
ula of use news in depth. The combination is uniquely use- 
ful, readable, and enjoyable, and the first issues of our week- 
ly have surprised and excited our readers. Thus a new di- 
mension is added to trade paper publishing in our industry. 





ON YOUR 




DESK 




EVERY 




FRIDAY 


* 




A roundup of trade talk, 
trends and tips for admen 



^ SPONSOR HEARS 
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17 NOVEMBER A new parlay that would make old-liiiie winter tracks green with envy lias 

tlip agencies cussing. It's essentially a switch on Iradc-onts. Wliat happens is this: 

1) A promoter — sometimes, as sponsor hears learns, wth an impressive East Side 
New York address — convinces a name manufacturer that free air advertising can be had 
in exchange for merchandise. 

2) Tlie promoter then Hnes up stations witli the argument that the merchandise can 
be used to pay off contests, besides which the name manufacturer's "advertising" will make 
the station's account-list look impressive. 

Wliat's burning up the agencies is that they are bypassed completely in the 
deal — even to the point where the promoter and the advertiser don't even let the agency 
write and produce the commercials. And just to rub a little more salt into Madison Ave.'s 
sore spot, one of the promoters sends his letters with the red legend "Confidential Memo." 

Red Barber's pay in connection with Flnffo shows you what it costs to tie a 

name announcer to a year's exclusive product contract. 

Barber collected 875,000 from P&G for the year. For this he made 20 films, 
recorded some radio commercials, did about 10 live appearances. 

Now that Lawrence Welk has twice-weekly sponsorship, you hear mentions of 
a parallel with radio's Wayne King (the "Waltz King" of the 30's). 

Rut Welk, the polka exponent, still has one to go to match King's spectacular three-a- 
week stint for Lady Esther cosmetics — one of the reallv classic marriages of the earlv days 
(along with Amos 'n' Andy & Pepsodent). 

King, incidentally, took some of his handsome recompense out in Lady Esther stock 
fit now is a division of Zonite. no longer figures much in radio and tv). 

You younger generation of liniebuyers can take heart from this; a lot of 
the brass you read or hear about actually got started in your jobs. 
Here are some of the names who traded their wax up from timebuying: 
William C. Dekker. v.p. in charge of media, McCann-Erickson, New York. 
Carlos Franco, president, Carlos Franco Associates. 
Frank Kemp, v.p. in charge of media, Conipton. 
George Kern, tv-radio account executive, McCann-Erlckson. 
Wilfred S. King. v.p. and director. J. M. Matthes. 
Jack Latham, advertising manager, Philip Morris Co. 
William Maillefort, v.p. in charge of radio division, Edward Petry & Co. 
Robert F. McNeil, president. Thompson-Koch agency. 
C. E. (Ned) Midgley, Jr., assistant v.p- in media, Ted Bates. 
Howard S. Meighan. v.p. in charge of CBS Television's western division. 
J. .Tames Neale, v.p. in charge of t\'-radio sen ices, Dancer-Fitzgerald-Sample. 
Dan Potter, executive v.p., Edward Kletter & Associates. 
Stanley M. Pnlver, manager of broadcast media. Lever Bros. 
TTubbell Robinson. Jr.. executive v.p. in charge of CBS Television programs. 
Gertrude Scanlon, account executive, BBDO. 
Reggie Sclieubel. v.p., Norman, Craig & Kummel. 

Edgar P. Small, v.p. in charge of personnel and a director, Ted Bates. 
C. A. (Fritz) Snyder, director of development-promotion-research, Ilollingbery. 
William E. Steers, president. Dohertv. Clifford, Steers & Shenfield. 
Probable reason so many made good: Tinied)uying is an exacting discipline. 
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SATURDAY NI6HT 

iP.rviJNA 

,ON MARKET 



title I-iion is 



TV-Kling on KZirsTG—TV" 



Proving the fantastic Los Angeles and Denver ratings were no fluke, it happened 
again in Seattle — this time on KING-TV's across-the-board presentation of 

MGM's Command Performance. 

The October A.R.B. ratings show a fabulous 30.5 rating at 1 1 P.M. — Saturday night 
— a heretofore unheard of figure so late at night in a four station market. 

The average MGM Seattle ratings for the 10:45 to 12:15 time-slots for 
FRIDAY were 23.6, for SATURDAY they were 26.2 
and for SUNDAY they v/ere 16.1 

Averaged out for the entire week the MGM programming 
out-rated the combined total for the three other 
stations by a margin of nearly two to one. 




A SERVICE OF 
LOEWS INCORPORATED 




Have you inquired about the availability of 
the MGM-TV library in your area? Do it now! 



• For furlher inloimalicn — "wrile, wire or phono' 

Charles C. Barry, Vice presidenl 

1540 Broadway, New York, II. Y., JUdson 2 2000 



SPONSOR • 17 NOVE.MBER 1956 



85 



MASS 




Mass coverage for 
the price of one! 

Buy one station . . 
get all six! 
24 hours a day 
5000 watts . , 

1310 on 
your dial 



See Your 
For joe Man! 



EVERY SET IN THE 



k. 



EVANSVILLE AREA IS 



EQUIPPED WITH 



UHF 




WEHTTV 



MAS 



INCREASED FROM 11,000 TO^^^^^^ WATTS 



WEHT-TV sets the pace in the 
£i^dns\/illQ MctropoUtdn a red 
deed use every set is equipped 
for UHF reception^ 



WEHT-TV 




SO 

SINCE 
SEPT. 1953 



Represented By 

YOUNG TELEVISION 




TV LAID AN EGG 

{Continued from page 21) 

can get more \alue out of tlieir tv ex- 
])eiuliturc." 

4. IVm talent costs be forced down 
in the next y ear because of lower show 
ratings? 

There's little hope for it in the near 
future, 8ays the niajorit\. If anything, 
the increased competition hetween the 
three networks ])uts a premium on 
name talent with big pull, and talent 
that's in demand continues to com- 
mand e\ er-increasing >alaries. 

■'Prices can't go dow n w hen AFTKA's 
demanding more and there's a five-day 
shooting week in film." savs George 
Haigbt. "Shared sponsorshi]j is the 
answer to the cost problem." 

On a long-range basis, agenc\ execu- 
tives do foresee the ]iossil)ility of a 
leveling oiT in talent costs. Some tv 
\'.]).'s compare this period to the extrav - 
agant days of Hollywood and the boom 
in radio. They anticipate that tv will 
eventuallv o\erestimate its ability to 
increase costs ami get client hackins 
for them. As more, and more stations 
go on the air and the point of set satu- 
ration approaches, it will become diffi- 
cult for clients to get a sales return 
proportionate to their tv advertising 
expenditure from the di\ ided audience. 

"E\entually clients will stop paying 
top prices." says Roger l'r\or. "The 
sellers" market is beginning to loosen 
this year, and prices for talent and 
production w ill level off and fall in line. 
We re agents for nd\ertisers and we 
ha\e to get the maximum number of 
impressions for their money because 
we can t measure the greater impact of 
tv, though we've had indications of it. 
We wont recommend a high cost- 
per-M medium when there are cheaper 
ones, which ma\ do the job with 
equal elTecti\ eness. Kadio had its level- 
ing oil period, anil this )ear may be 
the beginning of a similar stage in tv. ' 

The c()m])etition from within the t\ 
in(histr\ itself will force down the 
prii-es. sa\ the experts. 

■'W'e go b\ rating.- and In cost-])er- 
l.(MH) in evaluating a show, " sa\s Nick 
KeeseU. there'\e been >o many 

factors operating against peak ratings 
that costs will lune to reflect it eveii- 
liialK. For one thing, this \ear there s 
no (pic-lion but that there are three 
major networks. Secondl\. there s the 
competition from features and reruns 
of olhcr sncce.-sful shows on in(le])einl- 
enl stations. If clients have to content 
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llu'liiM'h es with lower ialiii<;s, llic)"ll 
want to pa\ lower prices.' 

5. How ^ood a buy is netiiorh tv 
today? 

I3es|)ile criticism of this season, 
ajiciicy tv heads are continuously bull- 
ish about the medium. They feci that 
the 60 and 70 ratings of the early da\s 
were an umialural situation, and that 
the increased competition is a healthy 
phenomenon on the whole, making it 
])ossible for move advertisers to get a 
fair return in sales impressions out of 
the medium. 

" riie total tv audience has grow n too, 
\ou know, not just the number of sta- 
tions." says W^aller Craig. "So a show 
that ma\ have gone from a 30 last \ ear 
to a 26 this year, may actually be 
reaching more |)eople. because there 
are more sets around this vear than 
last.'" 

liatings alone aren t a fair yardstick 
of program success from one year to 
the next as the size of the audience 
changes. Obviously, a show that got a 
70 five years ago actually reached few- 
er people than a show with one-third 
or even less of a rating today. Part of 
this season s panic ma\ be due to un- 
fair comparisons of ratings only. 

"Clients will always be in tv and 
they'll continue to pay for the medium," 
says Bill Tenipleton. "I don't see any 
outlook for prices going down, but I 
think they may go up more gradually 
than they have over the past two or 
three \ears.'' 

6. fVluit can be done to make spring 
1957 more successful than fall 1956? 

More daring's the answer, says the 
majority. You can't take the risk out 
of tv, and using a tired old formula is 
no assurance for success at all. In fact, 
it's the biggest gambles that paid ofT 
best this fall. Playhouse 90, for in- 
stance, was a long-shot, since it's an 
hour-and-a-half drama regularly sched- 
uled behind a one-hour drama. Yet its 
ratings have been consistently good. 

"It's coimnendablc when the net- 
works are daring and difTerent in their 
programing approach,"' says Jim Realle. 
"And often it pays ofT." 

One warning rai.scd by iiian\ agcn- 
c\men was this: Don't fall into the 
fall 19.56 pitfall next season and imitate 
the shows that were successful this 
season. In other words, it's true that 
adult Westerns did better than most 
show categories. That doesn't guaran- 
tee that another Western would do well 
too. It's a lesson, tbcy feel, that the 



big-nione\ (|uiz/es should ha\e taught 
1>\ now. 

"A major area that needs renied\ing 
is the point of view of the creatiNc jjeo- 
ple," says \ick Keeseh . " \s a group, 
the\ tend to be far too removed from 
the public aiul out of touch. The\'ve 
fallen into a llolUwooil pattern of 
crannning an% thing (bnvn the throat of 
the public, and much of the new stufT 
just isn't believable. It's a serious mis- 
take to underestimate the taste of the 
viewers." 

Kssentially, most agenc\ men agree 



that the emphasis next season will be 
on fresh creativit\ whether it stem 
from the nets, |)ackagers or agencies. 

7. IIoiv much of a factor is shou- 
publicity in building a ratings success? 
Agency tv executi\es agree that pro- 
motion of network tv shows will be- 
come increasingU im|)ortant against 
the comjjetition of feature fdnis. It's 
too earl\, thc\ sa\, to measure the 
extent to which the release of Holly- 
wood libraries lias affected this sea- 
son's ratings, but it's a mistake to 
underestimate this com])elili()n. ^ 
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Tv and radio 
NEWSMAKERS 
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H. W. "Hank" Shepard lias Wen iianied 
to the new jiosl of director of liusiiiess 
flevclopineiil for California National Pro- 
ductions. Inc.. accordinii to Robert D. 
Lc\ itt, \ and general manager of the 
NBC subsidiary. Shepard. who has been 
director of sjiecial projects for the XBC 
Owned Stations since May 1956 and direc- 
tor of Radio Spot Sales for more than a 
\ear |)rc\iousl). will direct all new business enterjirises in which 
(California .\ational is to become engaged. He will also be in charge 
of MJ|)er\ising the merehandising (li\ision, film librar)' sales and 
reference film sales. Shej^ard joined the National Broadcasting Co. 
in 1950 as a network sales |)rcscntation writer. He became super- 
\ isor of the sales jiromotion di\'ision in 1951 and later w as with 
NBC S|)ot Sales. Shejiard lives with his famih in Westjiort. Conn. 




CO 
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William W, Mulvey has been elected a 
.-enior vice |iresident and a director of 
Cunningham and Walsh. Inc. Muhey has 
been a member of the e\eenti\c stall of 
Cunningham and Walsh since 1955 when 
he eame to the agenc\ from Maxon Inc. 
\t Maxon. jMuKey ser\ed as acconnt 
snper\isor on the Snow Crop acconnt as 
well as the electronics division of Ceneral 
Electric. At Cunningham and \\ alsh he has been placed in charge 
of the Texas Co. account. MuKey is presenti\ in the stage of 
familiarizing himself with the compan\'s o|)erations. 'iVxaeo will 
soon mark its seventeenth straight \ear as sponsor of the Saturday 
afternoon broadcasts of the Metropolitan Opera on \BC Radio. 
(The Metropolitan Opera has been on the network for 25 \ears.) 





Roy Porteous last week announced the 
signing of five advertisers for participation 
selicdnles on NBC TV's Today, Uouic and 
Touip^ht |)rograms adding to the gross sales 
for tlie networks participating programs 
b\ ncarl\ S2.()()0.()()0. This latest niisuing 
ill biisines"-. sa\s Torteons. brings to a 
total of 271 the uiimber of |)artieipatioiis 
ill the three programs. Tlu" purchases were 
made b\ The \inericaii Radiator and Standard Sanitar\ Cor])., W. 
I". V)iing. Inc.. for its \bsorbine Jr. liniment, i'lie I'^lorida Citrus 
{ lommission. Firestone Tire and Kuhber Co. and the Carri(>r Corp. 
in rebuttal to trade gos^.i|) that Home and Toriiplil were not on firm 
fmaiK'ial ground Torteons rej^orted that as of this month advance 
>ales for 1957 came to $6.29r).()()0 or SI .296.()()() better than a 
\ear ago. I'orleons is sales manager for partici|)ating programs. 
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BEST BUY- 

My Little Margie on WHIO-TV 




VERY LITTLE ON COST 

$75 per 1 -Minute Spot! 



VERY, VERY 

Remember this show's 
record-breaking run. Now 
we can offer it to You! 



^ERY, VERY, VERY LARGE 
)N SELL! 

I Some Facts on WHIO-TV Coverage and Market: 

Set Count 511,310 

Families 593,200 

Retail Sales S3,3G1,973,000 (Sales Management) 

Coverage 26 Ohio Counties, 10 Indiana Counties 

I September Pulse — 15 of the Top 15 Weekly Shows. 

I 8 of the Top 10 Multi-Weekly Shows. 



Now ScheduHng — Participations Open. 
Call George P. Hollingbery. 
National Representative. 




LARGE ON INTEREST 

STARS — Gale Storm and 
Charles Farrcll. Five times per 
week— 1-1:30 P.M. 




CHANNEL 



DAYTON, OHIO 



whio-tv 



|tH One of America's 
|H great area stations 

1 



I 



JULY '56 

TELEPULSE 

PROVES 

KTBS-TV 

LEADS 

in Shreveport 



Reps at work 





LEADS IN 54% 

of rafed quarter hours from 5:00 P.M. 
to 10:00 P M. Sundays and 6:30 P.M. 
to 10:00 P.M. Monday through Friday. 

LEADS IN 65% 

of the rated quarter hours from Noon 
to 5:00 P.M. Monday through Friday. 

LEADS IN 67% 

of the rated quarter hours from 1:00 
P.M. to 6:30 P.M. Sundays. 

LEADS IN 57% 

of the rated quarter hours from 6:30 
P.M. to 10:00 P.M. Mondays. 
Wednesdays and Fridays. 

LEADS IN 72% 

of the rated quarter hours from 6:30 
P.M. to 10:00 P.M. Thursdays. 

KTBS*7i> 

CHANNEL 




SHREVEPORT 
LOUISIANA 

': NEWTON WRAY, President & Gen. Mg( 

NBC and ABC 

fi«pie5ent«d by 



Edward Retry & Co., Inc. 




Keith C. Dare, 'l lio Kat/, \j>enL-\. New \ ork. finds the flexibility of 
spot radio and t\ are often lianipeied h\ tlie arl)itrar\ restrictions 
placed on or initiated h\ media e\eeirti\es. "For example," he ex- 
plains, "it is no secret thai in t\' prime evening spots are often difTi- 
cult to (dear, li s also no secret that etjuivalent saturation, cost- 
per- 1. ()()() or specific emphasis 
schedules carr he set up h\ use of 
iniafiination and ititelligctit selec- 
tion of aiailahlc time rather tharr 
restricted \ \ times." Keith feels 
that a hasic job for media per- 
sonnel is to exert their professional 
talents to achieve satisfactory 
schedules utilizing so-called fringe 
time. " I he slogan of one tv" sta- 
tion stales that all time is good 
time and this is generally true 
on arrv tv outlet. Degree of com- 
petition in each market creates an automatic price level commensu- 
rate with \alue received or audience reached. Usually, stations are 
priced. " Dare feels, "to maintain ecjuivalent cost-j)er-l,000 in all 
time periods. It take> an alert, intelligent l)U\er to secure a good 
schedule in a tight market." Su(di a l)U)er must have flexibility 
and cannot he restricted hv thinking limited to pre-selected time. 



William M, Wilson, John 1]. Pearson Television. Inc., New York, 
notes that a major stund)liug-block in telev ision huv ing and selling 
today is the fact thai timehuvers and nunlia departments form 
prcjudic-ed attitudes about ultra-high fre([uenc\ channels. "Uhf, 
of course." says Hill, "has long been known as a problematical area 

in the industry. And it s my feel- 
ing that much of the jiroblem lies 
in the fact that agency media peo- 
])le have formed preconceived at- 
titudes a bands-ofl-at-any cost — 
outlook. Wilson compares this 
V iew w ith that held by man\ radio 
people regarding the fm situation. 
"There arc." he reflects, "many 
top idif stations in the country in 
areas where set counts are high. 
Hnl becair e of this rrotion. the) 
are not readily bought. Perhaps 
the rea.soii is that nredia pcoi)le feel that the advertisers themselves 
ma\ look down their noses at su( h a bu\ ." \llributing the ])roblem 
to a fear complex, he feids that in nianv cases the advertiser is iniss- 
irrg out. Hill fears that agency i)eople are not likely to do anything 
to rectifv the misconception, admit- that he cannot oH^er a proi)er 
solution hirrrself. The oid\ resolnlion lies in the hands of the FCC. 




Sl'ONSOK 



17 I^OV E.MBKH 1956 



Signing the contract, to some, may mark the climax of a 
national spot sale. Harrington, Righter and Parsons 
men think otherwise. To them, it's the start of another 
and extremely vital effort. 

Constant attention to detail . . attentive service to all 
aspects of the account . . an intelligent approach to any 
problem that arises — these are essentials of efficient 
television representation. To perform these tasks 
properly, we concentrate exclusively upon television. 

Such thoroughness can be shared only by a limited list 
of stations which — like us — believe that successful 
television representation is a never-ending job. 
Maybe you feel the same way about it, too.' 



Ncti' Yor/t 
Chicago 
Son Francisco 
Atlanta 




IWCDA-B Albany WAAM Bultunorc WBEN-TV Buffalo U'JRT Flint 
/ WFMY-TV Greensboro/ Winston-Salcm WTPA llarrisburg 
WDAF-TV Kansas City WIIAS-TV Louisville WTlMJ-TV Mihvaukee 
WMTW Mt. JFashington W RVA-TV Richmond WSYR-TV Syracus' 




television the only medium we serve 
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lO-SECOND SPOTS 




Adjacency protection obsolete? 

Tlie ;iir media lia\e alway- kept the protjrain- of coni- 
pelilor> >('pai"at(' from one aiiolher. I^iit il is heromiiig 
liUTtM-iiiglv diniciilt to do >o in an era of compan) merger 
and product diversification wliicli puts many corporation> 
into half a dozen or more hiisines-es. It"> apparent that tlie 
iron-(da(] adjacency protection rules do not work any longer. 

Hiere are sign>. moreover, that heing adjacent to the pro- 
gram of a competitor is not necessarily harmful. Ke>earcher> 
who lia\e studied the prohlem find that only in the ca-e of 
competing product> irilliiii a participating program i> there 
c\idence that one commercial tencK to cancel out the other. 

For perspective on the prohlem. we -ugge-t you read the 
articde on adjacency protection thi> i>sue. page 38. 

Promotion idea exchange 

How they did it is Levond us. There - no l)U>ier group in 
the indu>tr\ than -tatiou promotion men. ^'et for their very 
fir-t meeting (16-17 ^sovemher in Chicago), the Broad- 
ca>tei>' r'romotion A>.-ociation ha> managed to fashion one 
of the mo>t (low n-lo-hra-— tack- agendas \\e"\e come across 
in many year-. 

Thi- (piick >tart toward an idea exchange^ on the mo>t 
ux'ful lex el i> a >ignificant dex elopment for admen a> w ell 
a- stations. The calihre of station promotion, for example. 
det(M'niines ( 1 ) the amount of usahle data availahle to admen 
to help them in their huyiug deci>ion>; and (2) whether 
merchandising 1)\ >lalion> is realK meaningful. 

An a-.-ociation of promotion men ha- heen long needed 
and long talked ahout. The pre>cnt Hroadca-ter>" Promotion 
\--ociati()u first l egan to take root about six year- ago when 
George \\'ei->. then spoNsoh'V Midwest Manager, -uggested 
to D.nc Kind)le and otluM- that Chicago promotion men get 
together periodically. (Dave was then promotion manager 
of W HUM. (Chicago, i- now Xl^C account executive at Grey 
and a speaker at thi- week's meeting: G(>orge i- now a Pathe 
\ ice pre-ideul. ) 



THIS WE FIGHT FOR I .s llic lead sloi v lllis 
/.s.s//r' points out. the iirir iictiioik tr slions loci: 
nniiiiiiuition. I nut at ion is the season's kcMiotc. 
Fclcnsion needs neic ideas and icillinfiness on 
tlie jxiit of (id rertisers to iiirest in them. 
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Real cool team: Over at Y&R, the 
radio-tv commercial producer is John 
Freeze. Fred Fro>t is his assistant. 

Definit-ion: "PuMic Pvelalioiis" are 
those relatives you're not ashamed 
to lie seen widi out in pulilic. 



Stone age: On wall of reception room 
of CBS President Stanton's office 
hang> a stone slab with ancient hiero- 
fiK piiics ear\ed in il. 0\erheard from 
one of two admen studying it — "Aha. 
Iiistorj's first stor\ hoard." 

Forget it: Dr. Rruno Fur>t is adver- 
tising his memor\ couvj-es in spot tv. 
Spot for blank spots. 

Suds hue: Soap companies are now 
going in for colored detergents. 
Drefl is pink. Cheer is blue — 
Color tv. how ue need you.' 

The most: Lee Aforris. Boston teach- 
er and professional jingle writer, says 
Boston has the "worst commercial jin- 
gles of an) major city in the country." 
Sometimes these boastful Bostonian.'! 
sound plum like Texans. 

Fluff: Headline in A. }'. Times — 
WNYC BEBI FFED 
IN PLFA TO F.C.C. 

// begrettable state of affairs! 

Little shavers: Colgate Shave is umiu 
l\ ctimmercial> >lariing a new pair of 
cartoon characters named Col and 
Gale. U onder if they've got two 
sisters 

Clink: Nat (King) Cole hope? to get 
same audience reaction to his NBC T^' 
show he gels in nightcluhs. Oka), 
we'll sit home and beat time on high- 
ball glasses with su:izzle sticks. 

Definition: "Medium" is hou a lot 
of people like their steak- done. 

Warning: Stations with advertisers 
who like to lie-in with gimmicks might 
pa— along storN of Canadian usetl-car 
dealer who printed 15.000 paper nap- 
kins with oiler of $27) towards pur- 
chase of an\ car. Two college sludenl* 
collected 4!! napkins, tendered ihein in 
pa\menl for a SI. 200 car. When deal- 
er declined. the\ sued. They settled 
with the dealer for SI. 200.' 
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I'lOplp watch proernins, not fowors. 'W Uhout tlie nrw tower tlio Inst I'lilsc slinwcd 
that ) of tho top 1") oncc-a-wppk shows arp on WMT TV. 10 of tlip top 10 mnlti- 
weokly sliows are on WMT TV. Tho 2.t county Area I'ulsp sliowcd WMT-TV first 
in sliarc of andipncp, witli II > out of a j)Ossihlp Itil quartcr lionr tirsts. Separate 
reports for .'i of Iowa's (i largest markets show WMTTV the overwhehninc: favorite 
in each, li'j/'/ the new lower it will he 4'nsier than ever to waleli W.MT-T\''s jtropranis. 



WMT-TV • CBS for Eastern Iowa • Mail address; Cedar Rapids • National representatives; The Katz Agency 



* I'argrt date-. Dfceinher 
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Represented by THE KATZ AGENCY, INC. 



